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(57) Abstract: A method is disclosed for 
devising on a computer a marketing plan 
for a particular product/service provided by 
a given entity. The method comprises the 
steps of denning one or more variables that 
are used to carry out the method, cre^tjfng a 
series of charts for implemendng aproieesskig 
of analyzing: the definBd vanat?iesv and 
defining a product name, a time ferne oyer 
which a process of analysis is earned but; 
and a geographic nnit in which the product 
is marketed/ The process of analysis (14) 
iucitttde^ the steps at analyzing the size of 
the market for the particular product and 
forecasting the size of the market within the 
frame, identifying the major brands of the 
particular product within a given geographic 
unit and calculating the entire market for 
the particular product within the given 
geographic unit, determining the share of 
the entire market of the particular product 
marketed by the entity, setting goals as to 
the profit level of the particular product of the 
entity and monitoring the current profit level 
of the particular product with the profit level 
' (28). 



An intcrMtive marketing planning system and method arc disclosed for assisting h^rketfhg 
professionals in developing strategies far each element of the marketing mix and then combining 
5 them into a business plan. The marketing plannmg systein is set up in advance to lead the planner 
through the planning process following a logical path, while remaining an open systern in which; 
experts may incorporate their own ideas. ■, 

The program contains a list of information needed for business analysis and explains how to 
■defme the key variables for a particular business. After the numbers are entered in the main charts the 
10 plan can access the suhcharts by hitting A S. In the subcharts and the graphs, the system rearranges the 
: data in several creative ways so as to reveal their true meaning in a marketing context. The planner 
. has a certain task to perform in each chart. The charts ensure all of the relevant data ibr pcrforhimg 
th^ prescribed task - be it analysis oir decision making - are incorporated in the chart and shown to the 
planner. With the aid of the function keys, the marketing fanning system gives marketing advice, 
15 : helps identify : strategy options and draw conclusions Mm each chart. • The summary of the 
coftclus^ 

BACKGROUND OF TfiE tNYJ^PtliipiS 

This invention relates to an interactive on-line marketing planning system that assists the 
marketing professionals in developing strategies for each element of the marketing mix. Marketing 
20 : V plarmirig is based on a complex strategic process. The idea is that by organizing and providing a 
• ; logi^ for that complexity, marketing planning becomes easy and simple to :u$e and 

communicate^ • even to non-planners. Much of the tltinldii^ and been done befprjs the 

planner sits down with a personal computer, Once freed fto^i having to tiiinfe about the logic of the 
market planning process, the user is betier able to disibover^ 

25 • SUMMARY OF THE J£^N^^ 

In accordance with the teachings of this invention* there is disclosed a method of devising on 
a computer a marketing plan for a particular product/service provided by a given entity. The tr^ethod 
comprises the steps of defining one or more variables that are used to carry out the method, creating a 
series of charts for implementing a process of analyzing the defined variables istnd defining a product 

30 name, a time frame over which a process of analysis is carried out, and a geographic unit in which the 
product is marketed. The process of analysis includes the steps of analyzing the size of the market for 
the particular product within a given geographic unit and calculating the entire market for the 
particular product with the given geographic unit, determining the share of the entire market of the 
particular product marketed by the entity, setting goals as to the profit level of the particular product 

35 of the entity, and monitoring the current profit level of the particular product with the profit level 
goals. 
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whetfer the ciiitfeili profit level is below the profit level goals, and : if below, discontinuing the 
: marketing of the particular product. . . 

In a still further aspect of this invention, this method of devising a market plan M^lm: 
5 includes the step of developing a marketing strategy for the particular product, wherein the marketing 
strategy is a function of the following strategies; the development of the particular product, setting its 
price, determining its distribution, planning its advertising and determining its promotion strategy. 
When the current profit level of the particular product is compared with the profit level goals and, if 
I ' Jess* adjusting one; or more of the strategies* ; • 

10 DESCRIPTION OF THE PREFERRED EMBODIMENT OF THIS ilWENTION 

The marketing planning system carries out the following operations. It organizes the planner's 
every day work process by providing space within the computer program for all infcrm&ion, 
assumptions and conclusions - everything the planner needs, It stores all the information in its 
marketing context 6n| can be accessed -.MM manipulated by a single keystroke. In addition to being a 
1 5 data base and a spread sheet, the program also incorporates a word processing function for recording 
observations and conclusions. 

: v: ; ; J The systep* prpeess that orgaiii^es and proyi^es,^ logical stru^t^.*^ the complexity of 
marketing planriing and makiiig it easy and simple to use and communicate^ even to non-planners, is 
original and proprietary. The system has laid out the process, in an interd^ 
20 which marketing planners should go through when preparing a marketing plan. It encompasses every 
major decision a planner hasjo make to develop a strategy. The completeness of charts makes ^re 
that nothing gets overlooked? 

The progiro fto through the 

planning process from analysis to strategy (i.e. the menus and the sequence of the charts). Each data 
25 can be entered only at one particular place within the information flow and it can be changed only at 
that particular place. 

One of the most important problems in business 1$ to know what information is needed in 
order to understand the business. The second, when the information is available, how to analyze data 
so as to understand their marketing relevance. The market planning system provides the answers to 

3 0 both these questions in an original and proprietary way: ( I ) List of information needed; the planning 
system comprises a comprehensive list of data needed for understanding the business, and the data is 
stored in meaningful charts and graphs instead of in a simple straight data base - thus immediately 
revealing the marketing significance of the numbers. Each charts incorporates all the information 
necessary for accomplishing the prescribed task, (With the aid of the F3 key, the planner can access 

35 the information needed for the particular chart.); and (2) How the data is analyzed: the program 
rearranges the data entered in the main chart in subcharts and graphs in different ways so as to reveal 
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new Way of looking at niiiiibers and understanding their meaning. 

The tasks assigned to the fiiii^tion keys make sure that marketing advice is available to the 

5 of how to fill in the chart, a description of the marketing purpose of the chart as well as a short 
description of the pertaining marketing concept, Under the F4 key> the system lists the: assumptions 
and the operations that the user needs to make, The F5 key lists strategy options under various market 
conditions. Through analysis,, the user understands the market conditions and by consulting' the list, it 
will be easy to decide on the right strategy. The F6 key lists the conclusions the user has to draw from 
10 each chart. This will facilitate the analysis and make it easy to draw the : right conclusions. The 
function keys work as a marketing consultant (See description in Fig. 12) 

Hie provision of a word processing function attached to each chart makes it possible tfeat the 
planner can record his assumptions and conclusions chart by chart. It is very difficult to remember pur 
thoughts, ideas and assumptions on which the market forecasts or marketing strategies were based. 

15 These functions (F4 and F6)make it easy for the planner to remember even after years- They also 
serve as a market monitoring system. The planner will constantly check to what extent the 
assumptions became reality. Should the assumptions turn out to be incorrect, the planner will need to 
fevis^; the i^lati ih^edliately. The piaamiig System Wlso p^d^de^ a list of assumptions and conclusions 
headed per chart; following the the nbn-plantier will acquire the 

20 marketing process. 

In summaiy, the marketing planning system is an integrated marketing data base with easy 
access and update capabilities, it is: <1) a quick and efficient competitive analysis model, (2) a 
marketing and strategic planning model, (3) a tool for making "what if* calculations in seconds, (4) a 
market monitoring irisoijihent (5) a marketing teaching instrument. 

25 The method of marketing planning of this invention comprises the following steps: Step (1): 

The first step in business analysis is to identify the key variables influencing market development. 
The marketing planning system lists the types of data needed for business analysis and gives 
guidelines how to define the variables relevant to a particular industry. Step (2) The process 
comprises a series of charts following a logical sequence from analysis to strategy for each element of 

30 the marketing mix. The data will be entered in the charts although the program stores them in a 
database. Each number can be entered only at a special space, where its marketing meaning is the 
most relevant. Once the data is entered, the planner can access the subcharts and graphs which 
rearrange the numbers and thus reveal the underlying characteristic trends of the business, The 
program encompasses approximately 60 different charts, 60 subcharts, and 20 graphs. Step (3) The 

35 planner evaluates the market situation and draws strategic conclusions from each chart. The planning 
system facilitates market forecasts (by hitting F7), and allows the planner to evaluate the effects of 
alternate scenarios. It is true that we can make "what if calculations with a regular spreadsheet. But 
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measure the consequences of an assumption on several spreadsheets at the same time. In addition, the 
planner will notice if an assumption is not consistent with pre vious ones or if it is out of line with the 
current market situation. Step (4) After having evaluated possible alternatives, we have to finalize our 
5 -assumptions, and draw conclusions. The advantage of the planning sy stern is that it reminds the 
, j^r)er of the assumptions at each step of the planning process. It also provides space for recprdiftg 
the assumptions arid decisions. 

i ; B ■ } The marketing planning system comprises eight sections and two strategic check points. Each 
section deals with one element of the marketing strategy development process. Each section is similar 
10 in structure. It starts with the analysis and leads the planner to drawing strategic conclusions. 

; : ' THE MAIN MENU ; ' 
■ I 0. SELECT PRQDliGT ; ; 
1 . MARKET DEVELOPMENT ANALYSIS AND FORECAST (FIG. 2) 

%^ 

15 3.1^ ; 

5. PRICE ANALYSIS AND STRATEGY DEVELOPMENT (FIG. 6) 

7 ^VERTISI^ ANALYSIS AND STRATEGY DEVELOPMENT (FIG 8) 
20 8 r PROMOTIONAL ANALYSIS AND STRATEGY DEVELOPMENT (FIG 9) 
9. EXIT 

raOGRAM SETtJ^V ' 

The program is designed in a general way to smt ynost industries During the installation 
process, the user can customize the program by defining the major criteria gf the planning process. 
25 First the program : p&\$s for the name of the user, of the company and the department Than the user 
selects the language in which the program is to be installed. 

Then the product name is entered for which the plan is to be prepared. Marketing planning 
process is done at the product level. The "product" can be anything: a comply, a department of a 
corporation, a church* a checking account, a dishwasher, a toothpaste or any type of service. The 
30 program offers the possibility to prepare a plan for several products but each plan is independent of 
the other because each product" needs an independent marketing strategy. During the description of 
the program, the term product is used as a generic term for the above described goods and services. 
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for which past diatta is available and the number of future years the plan is to be prepared for. The 
number of future years used in the plan is called the planning period. The last year of the planning 
period is marked EOP, or end of planning period. Business plans are usually three to five year plans 
5 depending on the company and on the type of product. 

: • . The third user defined criterium is the geographic units* Business analysis and planning 
breaks down the market into smaller geographic units. The definition of the geographic units #P^4s 
I WU which, levei iii user is -Woiki^ unif&can be a Kst of Merits, 

cities, states, or countries;. For example: the user might define; the geographic units by regions of the 
10 US. A. or by states. A regional manager wilt define t|| : geographic units either by states or by 
' COUniies. ; l':^^ 

; Refeiring now to Fig. 1, a marketing planning process 10 in accordance with this invention 
starts in step 12 With the overall market analysis. First, the overall market size of the product is 
determined, then the trend is analyzed with the aid of different statistical methods. The analysis: is 
1 5 emitted out at geographic units level which were defined during the program setup. After analyzing the 
overall market, the market sizes and trends are examined per consumer segment This is the step 
where the identification of potential target segments (if any) takes place. : : 

In the second step 14, the major brands of the market are defined and their market shares 
entered^ Sfc^ concerning the overall market as well as per market 

20 segment; then the final target segments are selected. 

In the next step 16, the financial data is stored and examined. This marketing plannfeg 
process 10 is unique because it afeo MyblVes fina^ importance to it 

Setting financial objectives involves setting target cost of goods and profitievet per product. In steps 
12, 14 and 16, the tentative market share and financial objectives are defined. In step 18, the first 

25 strategic decision is made. Can the market growth gu&iiitee sufficient sales and profits to meet 
objectives? The missibh and olyecnve^ : are* determined in step 20. If the objectives infeet flie 
predetermined goals, then the process continues with 2% with the development of the marketing 
strategy. Ifthe plan does not meet the desired ohijechS^ need to be changed 

or the product needs to be withdrawn from the market/ Depending on the impbmiice of the product, 

30 lower profit levels might be acceptable. If not, in step 22, liquidation of the product will follow. 

" Step 24 develops a strategy for each element of a marketing m«: 26 product, 28 price, 30 
distribution, 32" advertising, 34 promotion. In other words, a detailed marketing strategy is developed: 
definition of products and their features that will be sold, determination of the number of product 
types, at what prices will the products be sold, in which stores and with what kind of marketing 
35 campaign, how much will be spent on advertising and promotion and what the advertising message 
will be. 
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decision is made, Wm the strategy confirm the realfes^iOii of the projected s4tes and profits? If the 
numbers meet objectives, the program ends with step 40, and the implementation of the plan. Before 
impl^ be compiled based on initial conditions and conclusions 

wliiqh were recor^ : M will be explained in their designated place provided with a 
chart of the marketing planning process 10. . 



In step is 38, the user will return to step 14 and sets new sales and profit objectives. Based on 
th^new objectives a new marketing strategy will be developed in step 24/ 



Step 12 is explained in detail: as- steps 50-64 in Figure 2. The task is (a) to forecast the market 
10 development, (b) to rank the geographic units according to their importance, and (c) to decide on an 
: ^ ' overail marketing strategy. 

Step 50 in Fig, 2 displays the first chart of the program as shown: in a Fig. 12a, It contains the 
geographic units and the years (past years going back as far as data is available) and the future years, 
3 to 5 years depending on how long the planning period was defined during the program setup. The 
15 geographic units to be entered in this chart were also defined during the installation process (See 
Setup). The objective of step 50 is to prepare Forecast 3 based on the principles of a time series 
method.: . :| 

;•: I After analysing the market, step 50 forecasts the jb^end by using tiie forecisist function .of the 
marketing planning process 10 which will be described later in Fig* 1L This forecast is based on the 
ZQ tme-series method arid comprise a series- of statistical calculations. 

Step 50 also calculates and displays in the chart of Fig. 12b a comparison of the market 
.^Q^ffiK. rate development in unit sates arid in dollar value and further c&fetilates the difference 
between the two growth rates by subtracting the dollar value growth rate from the growth r^te of unit 
sales. Fig. 12b displays only the growth rates of unit sales and the second column remains empty until 
25 the market forecast in dollar value is performed as will be explained in st0p 250. Step 50 farther 
clarifieis the meatfiing of the numbers in the differencie • column in Fig. 1 2b by displaying an 
"explanation on the screen below the chart. 

Step 52 performs another type of market forecast, Forecast II which is based on the multiple 
regression statistical method. In marketing terms, this method is called statistical demand analysis. In 
30 addition to past data, this analysis includes major factors that influence the market demand for our 
product. 

Step 54 forecasts market development for the product again in a different way. This is called 
Forecast in of the marketing planning process 10. Step 54 functions differently depending on whether 
the product is a consumer durable good or packaged goods. Consumer durables, e.g., a television and 
35 household appliances, are goods with a life expectancy of one year or longer. They are purchased for 
long-term use and are replaced either because they break down or because a better product becomes 
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purchases plus additional purchases and replacement purchases during the planning period as defined 
,' in the program set-up> • • • 

defined in the program set-up. > Fig. 1 2d: forecasts eidier the number of product owners or the 
saturation degree and it will calculate the other. The difference between the: number of product owners 
in year (i) and year; ||| equals the number of new product owners, or in marketing terms, the initial 
/ (unit) purchases and the number of purchases will be entered in the first column of the chart shown in 
Fig, 12j. This is the first step of Forecast 111 (Option 1) of the marketing plarmiilg process 10. 

Forecast III of packaged goods is transferred from Fig, 12e to Fig. 121, where the final 
forecast is prepared." 



Forecast HI for consumer durables 



continues with Option (2) in a chart as shown in Fig, 12f In the 
case of Option (2), the product owners are not 
forecast; instead the number of products owned or, in 
marketing terms, the product penetration are 
forecast. The product (or market) penetration is the 
percentage of the total products owned in the 
consumer Base • In other wbrc?s» if we divide the total 
number of products owned by fiie consumer base and 
mulnply it by 
percentage), 

: Number of Products Owned 



Penetration Degree (%) « 
Size of Consumer Base 



100 



35 



The chart in Fig, 12f displays in the first column (after the geographic units) the size of the 
consumer base{the number of consumers who hav0 a ppterm^ 

transferred from Fig, 12d. In the second column, the number of products owned is entered for the past 
years and forecast for the future years. Step 54 calculates the penetration degree based on the formula 
above, rf the user enters the penetration degrees then step 54 calculates the number of products 
owned. 

The total number of products owned is a key variable when step 54 develops Forecast in 
(Option 2) for consumer durables. The difference between the number of products owned at the end of 
year(I) and year(2) is the net increase in products owned which is the sum of initial and additional 
(unit) purchases for year (2) according to the following equations: 

Net increase in products owned = Initial + Additional Purchases 
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Ptoiiuqfs Owned {year 1) 

: Step 54 continues with the ..Aai&ifi:- Fig. 12h wfeQJ* ;Jt^: third component of Forecast HI of the 
m&tlietihg planning process 10 is calculated in the second column: the replacement purchases :(or units 
lieplaced). Replacement ^^knb^vn.: the number of 

products scrapped { which is a function of the average useful life of the product} and the percentage of 
people who are likely to replace the product when it breaks down. Products which fail or became 
ohsplete are scrapped. Purchases to replace scrapped products (units) are called replacement 
purchases (or repurchases); the total number of those units which are scrapped but not replaced : is 
' 10 ' ;c&fl|d;het scrappage; ; • 

■ ] : ; Replacement purchases = % of scrapped units which iare replaced 

Net scrappage -Number of products scrapped - number of products replaced 

Before the ofiart as shown in £ig^ 12h is first displayed, step 54 asks the user to enter the 

useful life of the product in a space that appears on the screen: Average Useful Life: years* Based 

15 on the entered useful life of the product, step 54 displays the standard statistical distribution of 
percentage of products which will fail in each year £fter sale in a chart as shown below. ISie total 
number of products scrapped in a given year is a cumulative number calculated by applying the 
failure percentages tb tb£ corresponding previous sales fipurfes. For example: 



: Average Useful life: ,...4,,, : , ygatft 



Years after purchase 















m ; 


8 


% Failing (scrapped) 


2% 




10% 


21% 


17% 


14% 


13% ' 


9% 



20 Aftp" the useful lift of the product and the failure percentages are entered, step 54 will display 

a chart as shown in fig, 1 2h. In the first column, after geographic units, the total number of units 
scrapped m the selected year is calculated based on tl^: : fiM?" , ^ F ? :"?rt-c. catimlaHori 6s shown above* En the 
, third column, the vspr writers the percentage of scrapped unite which are replaced. This percentage is 
ayailflble through m^St ?^ 54 calculates fjhg rpptaqement purchases which equal the 

25 percentage of scrapped units, i.e. 

Replacement purchases = (Nuinber of scrapped units x Replacement %) / 100 

In the last column of Fig. 12h, step 54 calculates the 'net scrappage* which is the number of 
scrapped units which are not replaced. 

The chart in Fig. 12i gives an overview of the development of replacement purchases for 
30 analytical purposes. Step 54 finalizes Forecast III of the marketing planning process 10 for consumer 
durables in the chart as shown in Fig. 12j, Forecast EI, step 54 calculates in Fig. 12j the total market 
size of a consumer durable good by adding up the number of initial purchases (the number of units 
bought by first-time owners), additional purchases ( the number of units bought by people who 
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Step 56 prepares the final market forecast year by year m the chart is shown in Fig 1 2L The 
• ;^gt ; <5plu?ifin (after pographic imits) shows flie current rn^rket data for reference. Then: the; three 
5 forecast values! are displayed. Forecast I values were prepared by step 50 in Fig, 12a; Forecast n by 
step 52 in Fig. 12c and Forecast in by step 54 in Figs. 1 2d to 12k, 

The user compares the three- market forecasts and based on his or her own knowledge of the 
market enters the: final forecast numbers in the last colurtinl i : ^ ; =■ 

Step 58 continues with an overview of the projected market deyelopinent (Fig. 121) over the 
10 planning period, The overview is presented in the same type of chart as shown iii Fig, 12a. Once the 
numbers are transferred from Fig. 121, step 58 calculates :l|e;gro wth rates just as in Fig. 12a. 

The marketing planning process 10 continues with Step 60 which is the analysis of the market 
trend according tp the product life cycle. This marketing method divides a product's life into four 
phases: introduction, growth, maturity, and decline. Each phase of the life cycle requires a different 

15 marketing strategy. To learn which phase of market development a product is in, is the key to 
successful marketing planning, Step 60 divides the screen into two: on the top of the screen, the 
standard S shaped product curve is displayed. On the bottom half, step 60 plots the products life 
curve per geographic uiriit during the pi&nning period. Each geographic unit is classified (the user 
compares the two curves on the screen and makes a personal judgement) according to the product's 

20 life cycle, and the classification is recorded at the bottom of the screen by selecting the corresponding 
letter: I(Introduction),G(Growth) J M(Mature), D(Decline) from the list after hitting the appropriate 
key; T^is classification is tr^ market strategy is developed. 

The purpose of step 62 is to determine the basic marketing approach. The chart as shown in 
Fig. 1 2m displays all the necessary information: 1 the ; result of step 60; the market maturity 

25 classification is found iti the first column (after geographic units)> the market forecast for the end of 
planning period (second column),the share of each geographic unit of the market at the end of 
planning period (thM wlumn) s the growth rate per during the planning peribd(fourth column), the 
rank of the geographic unit in the market expressed in dollar value(fiffii column), the current market 
size (sixth column) and the current share of each geographic unit (seventh column). The user ranks the 

30 geographic units in the last column according to their importance to the brand. The purpose of this 
ranking is to establish an order of preference for the geographic units where the brand will concentrate 
its marketing efforts during the planning period. Step 62 makes only a primary selection which will 
be revised continuously during the marketing planning process 10. 

Step 62 uses this ranked order in the next chart, Fig. 12n 3 for displaying the geographic units. 
35 It also shows all the key pieces of information for determininjg the marketing approach: the market 
maturity classification (first column), the brand share and rank (derived from step 100 shown in Fig. 
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j 00 i$ carried out ;$ri .Fig* %)'. 

:: • Use uscr'sxtask is; to determine:: the general marMtirjg approach ifei^feh geographic -mik #4 
mark the appropriate column with an The user can select one of the ifbur market strategy Oj^ions: 

; ] the last four colufliri^ 12n. . : .. 

;■' During the planning year, step 64 monitors the market development as shown in Figures 12o 
and 12p. Whether the market will be monitored on a weekly, monthly,: or quarterly basis depends on 
; ^ the pi-oduet eategb^ihd <m the brand. 

10 : In Fig, 12o ; on the top of the; chart, the user first selects the period (week, months then the 

: consumer segment (market development will be monitored per target segment - see description in step 
66) by hitting thei appropriate keys, then step 64 enters the planned sales figures in units per 
geographic unit in the first row and tten the actual numbers in the second. -Step 64 ealoixlate^ the 
difference in the third row of eac h geographic unit. Once the price development is entered in Fig, 1 6a, 
15 step 64 will calculate the actual market sales in dollar Vajiie as well, arid the planner will have the 
opportunity to switch back and forth between the two displays (sales in units and in dollars) of the 
' siamie-xhartr • • ." U ■ [■ 

In Fig. 1 2pj step 64 summarizes the planned aid actual market sales numbers on a year-to- 
date (y-t-d) basis in the first set of columns, and then per period which can be month or quarter 
20 depending on the selection. 

The final substep within step 12 is step 66, which breaks down the market into cbnsuhler 
segments. The purpose of the analysis is to look for consumer segments which demand a different 
, product or a different rii^irketing mix. Many criteria can.be used for consumer segmentation: (1) 
demographics are population measurements like age, marital status^ household size, number of 
25 children, and education; (2) geography is a subsegment of deiriographics that tells the country, area or 
city where a person lives, works or buys products; (3) life style (also called psychagraphlcs) describes 
hWa |>ersoiti lives aiid is a tess precise M^ure flian the pi^oiis Mo chfiteria. 

Before the chart as shown in Fig, 12r is displayed, Ste^ 66 lists the ftibst frequently used types 
, of segmentation. Any new types may be added. The user selects one from the list by using the cursor. 

30 When the chart is displayed, the total market numbers are already entered. These numbers were 
transferred from step 50 as shown in Fig. 12a (past data) and step 56 as shown in Fig. J 21 (future 
data)- Here the size of segments (first column of Fig. 12r) and the market size by segment (second 
column) are entered, and the future projected either by using the forecast function (F7 key) of the 
marketing planning process 10, or by entering data, The task of step 66 is to make an initial selection 

35 of potential market segments for the brand in a chart shown in Fig. 12s, Here, step 66 lists the 10 

largest subsegments according to market size and displays the market figures in the current year and 

at the end of planning period (HOP), In the second column of Fig, 12s under both years, step 66 
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in dollar (unit) sales. 

: The fin^l: flection of target segments will be revised during the marketing plaimtofe; process 
, ;l9i;^:$f#p:;120 and -step 206. Step: 66: displays in Fig. l|t tfe^ inarket develof^ent overview <»|^ 10 
5 : largest segments in one geographic unit In the last overview, step 66 displays the market 
development in one isubsegrnent in all geographic units during the planning: period as shown in Fig, 
: :; ;: i2n^ •• f ' I 7 : : : i:pl|':; : ; { [ ' ; ; . mWMl\ ^ ' 

In summary, step 12 analyzed the market development in unit sales of the product, forecasted 
its development, ranked the geographic units and identified the most important ones on which the 
10 brands' marketing efforts should concentrate, and determined the general approach to marketing 
strategy development per geographic unit. Finally, step 12 also analyzed the market development in 
unit sales per consumer segment and made suggestions for probable target segments, 

Step 14 is explained in detail as steps 100-124 in Figure 3, The aimiafstep 14 is to analyze 
the competitive market position of a brand, identify related target consumer segments (if any) and set 
15 sales and market share objectives for theplanning period as defined in the set-up. 

Step 100 starte with identifying the brands which play a m^pr role m the market of the 
product category* A brand is the name under which a corporation sells its products in the marketplace. 
There are competing brands within a product category. A competing brand is any brand (even another 
brand of the same corporation) that consumers could substitute for the brand of the marketing 
20 planning process tO^t^ in the column headings of a chart as shown m Fig« 

13a The purpose of Fig. 1 3a is to identify who are the major competitors, who can take share from 
the brand, and whose Share the brand can take. Brand sales are entered iri sales units and step 100 
calculates the shares of the individual percentage of a brand's sales in the 

total market. 

25 . Brand share d ~ Brand sales / Market gales xtOO . , 

■ ■ Step 100 also : forecasts brand sales development:. based on the current: trend for the planning 
period. In order to understend the brand's competitive position in the msttketplace, step 100 rearranges 
the numbers of the chart shown in Fig, 13a into four different charts shown in Figures 13b, c, d and e. 

Step 102 is used only for packaged goods. It analyzes the development of consumers per 
30 brand and their average consumption. This analysis is similar to the one that was used for market 
analysis in Fig. 12e; it is only done at the brand level. Consequently, Fig. 13f is similar to Fig. 12e, 
The purpose of step 102 is to better understand the competitive dynamics of the market 

When the chart as shown in Fig. 13f is displayed, it already contains the sales figures for the 
selected brand (marked on top of the chart and selected in Fig. 13a by putting the cursor in the 
35 appropriate column) in all the geographic units for the current and past years. Then the number of 
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geographic unit: 

n ©Tafid sales;; —Number of consumers x average consumption 

■ Step 102 : rea^ahges the data entered in Fig. 1 3f in ; ttvo different ways in charts as shown in 
5 Fig. 13g and Fig. 13h in order to reveal a better insight into the competitive situation. Both charts 
work the same w^y, only the displayed data is different depending on which two of the three variables 
(geographic unit, brand or consumer segment) are selected. 

WSt)step 104 following ;:t^l| t^s: o> ti> ilKiM market \ sh|r|^Mtives s :cz); llf |# 

major competitor per geographic unit, and (3) to prioritize the geographic units for marketing 
10 investments. Wheii: :tte; : Chait as shown . in Fig. 13i is displayed, it is already filled in with the 
; information necessary for accomplishing the; tasks. On top of the chart, the brarid name is shown; and 
the last year of the planning period. The user may change these settings by hitting the appropriate 
keys. Step 104 lists the geographic units according to their importance as BeAneS in step 62. In the 
firs.? column the ibjipwing strategy: indications which w^re selected in ^i|. }2n are displayed: <3 
15 (pre>W share), M ( Maintain share), H(Harvest position), T (Terminate). Columns 3 and 4 show the 
market size and the share of the geographic unit for the planning year that is marked on the top of ttie 
chart (the information is transferred from step 56). The next three columns ishow the brand sales, the 
share of the geographic units in the brant sales and the brand share for the current year (from Fig. 
1 3a). In columns 8, 9, and 10, the u^er enters the sales objectives for the brand year by year for each 
20 planning year. 

Columns 8, 9 arid 10 work as a calculator since the three columns are interdependent; When 
braiStdt sales are enter^, then step 104 automatically calculates the shares of the: geographic units in the 
total brand sales (colurnii percentage vertically, where total brand sales equals 100%) and tliib brand 
snares in a geographic unit which is calculated by dividing brand sales by market sales and 
25 multiplying it by 100. If the brand shares are entered, then step 104 calculates the other two variables, 
the braiitd sales ati^ th^ Shares of the g^b^aphic units. 

Once brand sales and share objectives are set, step 104 continues with rearranging the 
objectives in another chart as shown in Fig, I3j, Here, step 104 displays the geographic units in two 
groups. First, it shows those geographic units where the brand has a strong gositipii then those where 

30 action is needed. Strong geographic units are those, where the brand's sales ranking number is 
identical with market sales ranking number and the brand has average or higher market share. Action 
is needed in those geographic units where the -brand's sales ranking number is lower than the market 
ranking number or we have lower than average market share. In order to further explain the brand*s 
position, Fig. 13j displays in column 2, the ranking number of the geographic unit in market sales and 

35 the brand share percentage in column 3, The forth and fifth columns respectively names the most 
important competitor and displays its brand share percentage. 



12 



SUBSTITUTE SHEET (RULE 26) 



WOG1/1&730 



FGT/US00/2478Q 



' ^average consumption per brand in a sitnilar chart as shown in Fig, 1 3 f/ The chart contains three 
| variables: brand users, average consumption and brand sales. Step 104 transfers the brand sales 
fpr^ast from Fig, 13L The user enters either the average -ppnsuniption or the number of considers 
5 and step 104 will calculate the other. • .j. 

Step 106^ displays the forecast sales of each ^ major brand and: offer final adjustment 
possibilities in a simitar chart as was shown in Fig. 13 a. Further step 106 allows the user to review the 
objectives in four analytical charts, similar to Figures 33b,; Do. 13d and 13e {see description step 

: Step 108 displays an overview of the expected changes in brand shares during the planning 
period in a chart shown in Fig. 13k. Step 1 10 displays a combined overview of market and brand sales 
arid shares development during the planning period in a chart shown in Fig. 131. 

Step 112 summarizes the marketing objectives of the brand in a chart as shown in Fig. 13m. 
Step; 112 compares current market and brand sales with the market and brand forecasts for the end of 
planning period and shows the changes in percentages, tinder the "Current year" heading, in column 
l f the market sales: (data from step 50), in column 2, the brand sales, and in column 3 the brand shares 
(d^ta from step ;1QQ) arc displayed. In the next set of columns, under the heading "End of planning 
period"* in column 4, the market sales are displayed (data from step 56) and in column 5, the change 
during the planning period is calculated as a percentage. Columns 6 and 7 display the brand sales 
(data from step 104} #d calculate the change in percentage during the planning period. Columns 8 
and 9, show the brand share (data from step 104) and the percentage change during the planning 
period. ■ ■• • :•• 

To further analyze brand sates and share objectives, step 112 rearranges the objectives in 
three additional charts as shown in Fig. 13n, 13p and 13p. 

Similar data will be displayed per consumer : segment after step 120 will be completed. Step 
114 collects data from step 1 16, which collects data from several steps of the marketing planning 
process 10 and displays it in a chart as shown in Fig. I3r: It is a summary chart, where the brand's 
strengths and weaknesses are displayed with reference to each element of the marketing mix (step 24). 
Step 114 displays the brand in col. 1 if it has a strong position anil its rank am6hg the brands in col. 2. 
It the brand has a weak position then it is displayed in col 3 and its rank in col. 4. 

Step 118 monitors the brand's performance (sales and shares) against the set goals per 
consumer segment, product type, price level and distribution channel in a chart as shown in Fig. 13s. 
In the first column, step 1 1 8 lists the geographic units, then in column 2 displays the planned market 
numbers (data transferred from step 56), then in column 3 the actual numbers are entered. In columns 
4 and 5 S step 118 calculates the difference, first in absolute numbers then in percentages. In columns 
6, 7, 8 and 9, step 118 repeats the same data for the brand (data transferred to column 6 from step 

13 



SUBSTITUTE SHEET (RULE 26} 



WOffl/1873© 



hitting Shift key and F9), and step 1 1 8 displays the appropriate data. 

« >: When step: :ll§ : displays the. chart as shown in Fig. 13s, in the first heading row: shq^$ the 
. . word ''Total". This means that the market sales and brand sales refer to the total market. Step W$^0 
5 ] pr^f&s the same display according to consumer segment, product type, price level and distribution 
channel All the user has to do is to hit; Shift key F10 and select from the U^fe; 

if ;; \ Step 1 IS rearranges the planned and actual data in three other way so as to better reveal what 
is really happening in the marketplace. In the chart of Fig, 1% step 118 first lists the brands in one 
geographic unit, then displays the planned and actual brand sales and store numbers (columns 2, 3, 6, 
10 and 7) and calculates the difference in absolute numbers and in percentages (columns 4 5 5, 8 and 9), 
Planned data in Fig, I3t is transferred from step 104 3 the actual numbers were entered in Fig. 13s. 
The user may select any geographic unit or any consumer segment by hitting the appropriate keys. 

The next charti Fig. 13u, lists the consumer segments in one geographic unit and step 118 
displays the planned and actual brand ; sales and share number and calculates the difference. ITie last 
15 chart that step 118 displays is Fig. 13 v which shows the year to date planned and actual sales and 
numbers. The user may select any time period and any of the variables as listed in the chart of 

;. . : Rig, 13S, .,. 

: Step 120 analyzes the brand s^les anil share d#a per consumer segment, makes the final 

yfeiectlbn of target segments (if any) #d set sale^ attd sh^e objective^ The 

20 segmentation categories were entered in step 66 (see description there). Step 120 analyzes brand sales 
per consumer segment in a chart as shown in Fig. 13 w. Before the chart comes up, a list of possible 
segmentation categories is displayed on the screen from which the user selects the one with the cursor. 
Then Fig. 13w is displayed with the corresponding data transferred from step 66, Fig, 13w is similar 
to Fig. 1 3a; the only difference is that the brand sales are viewed in one geographic unit broken down 

25 according to the segmentation catej;o^ Fig f 13 w shows ; coWmn 1 tfe suta^pnents of the selected 
segmentation category; For ejtaiifiple: ; if age is selected m a segmentation category, then the 
: subsegments will be listed as defined in step 66: IS to 25, 26 to 50, 50 phis. In column 10 fee market 
riumbersare^^ 

In the last row, the total brands sales are also displayed (^sferred from step 100 - past or 104 - 
30 future. Brand sales per subseginents are entered in cols. 2, 4 and 6 in units, and step 120 calculates the 
brand shares (cols. 3,5 and 7} and the remainder (cols, 8 and 9) for each segment After past data was 
entered, step 120 forecast the sales development per brand per consumer segment by using the 
forecast function (based on the time series statistical method - see description in step 50, Fig, 2) of the 
marketing planning process 10. After reviewing the forecast brand sales projections based on current 
35 trend, the user revises them for each brand according to his or her best judgement of the market. Sales 
and share projections for the brand set by step 120 will be the brand's objectives for the planning 
period. 
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displays data concerning the geographic unit and brand that was selected in Fig- 13w. In the first 
column, step 120 lists the 10 largest subsegments (selected from all the: segmentation categories for 
which data was entered) according to brand sales. Columns 2,3 display the unit sales of the brand and 
5 its brand share in the current year, and in column 4, step 120 quotes the current ranking number of the 
: ^segment in the total market (data calculated in step 50) to show its relative importance in the 
marketplace. Columns 5,6 audi 7 contain respectively the same information for the en|; |f t|^ 
planning period (the ranking number was calculated in step 56), 

i In the "M^or Competitor 11 column, step 120 names the brand which has the highest share in 
10 that subsegment in the: current year and also repeats the share percentage ; in ; parenthesis. Colurhris 9 
and 10 of Fig, 10 display the target Segment selections. In column 9, step 120 enters the first 
selection from step 66; in column 10, the user makes the final selection by entering an u x" in the row 
of the subsegment v that will be used as target segments: for the marketing strategy (step 24) of the 
: : pUnning process; 10; Not every market is segmented. If there is no segmentation* then the last column 
45 of pig, 13x ranains[:0A^>f. 

Ih ail the chartis which display data according to consumer segments, the list of segment 
selection contains only the names of those subsegments which are marked: here with an "x n . If the 
it^ iBtih^^ with an V* here 

as well. Step 120 &j$&s tw<y overviews for further analytical purposes, Ift . : iHe. chart as shown in Fig. 
20 13yj ^complete competitive ovew for one subsegment In Fi^ step 120 prints out 

the selected ; subsegment in all the geographic units. In 
.: Fig- 43s, step 120 li$ts;again the Iff mo^iiinportartt subsegments for the brand; accordihg to brand 
sales), and displays the sales numbers; of all brands and the market sales in the selected geographic 

25 Step 122 shows an overview of brand sales per comumer segment ma chart as shown in Fig. 

13aaJ Step 122 disfrtiys m column 1 all the pe^^ column headings 

^1 the selected t^ I* step 122 

displays the market projections (data transferred frorn Step 56), in column 2, the brand's sales 
objectives, and in column 3, it calculates the brand share percentages (brand sates/market sales x 100). 

30 In columns 5,6 and 7 of Fig. Baa, step 122 displays respectively the same information with reference 
to the target consumer segments . 

Step 124 plays a roll only for consumer durables because it stores the data of product 
ownership per brand in a chart as shown in Fig. 13bb. Step 124 displays the number of products 
owned per brand and consumer segment in selected given geographic unit and year (the selection is 
3 5 done by hitting the appropriate keys), 

Step 124 gives a final overview of the brand ownership in the geographic unite in a chart as 
shown in Fig, 13dd, The users selects the brand and the consumer segment, and step 124 lists all the 
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blinds market share and calculates the difference between the tvvo brand share numbers in column 5. 

categar^v Pie analysis ^Vwric^d' out twice, first at total market level and then, it the level of 
5 eohsiteir ^gmeilt§. Bp^! sfep 14 analyzed the brand share in product ownership (Levant only iii 
case of oonstimer durables) and compared it with the brand's market share: Mext, sales and share 
objectives were set per geographic unit at the total market level. Then the fmil target Segments wete 
identified, and sales and share objectives set. And finally, the geographic units were prioritized and 
the target brand established per geographic unit 

10 Step 16 is explained in detail as steps 140-160 in Pig, 4. Step 16, which goes through a series 

of financial analyses is a unique feature of the marketing planning process 10 because the inclusion of 
this analysis, the planning process 10 attaches the same importance to the financial performance of a 
product is to its marketing performance. Of greatest importance is the question, whether the brand 
can meet corporate sales ajid profit objectives^ ^tep 16 gives the answer. 

15 The financial strategy development starts with step 140, which analyzes the major financial 

indicatprsv Step 140 analyzes the financial indicators per product type on a geographic unit basis year 
by year, The program cpme up with the following setting; the broadest level pf geographic units* all 
products, and the current ye^r. Before a chart as shown in Fig. 14a appears on the screen, a small 
chart comes up where the user enters the trade discount percentages for each set of the three columns, 

20 that include Ih© product 





YEAR 
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When referring to brand sales, the marketing piaffing process 10, uses retail sales to the 
consumers and not manufacturers' or wholesale sales levels; The ^ffi^nce internal sales 

data and the sales figures used in the marketing planning process 16 equals ihb E "triau2tf : -itiar,@in a i.e., the 
margin of wholesalers and retailers together if there is a two level distribution. The basis of financial 
25 analysis, on the other hand, is internal company sales data* The trade margin (or discount) translates 
the market sales of the brand into company sales, Sales - Trade discount - Sales (for financial analysis 
purposes) 

In Fig, 14a a step 140 lists the financial indicators in column 1. The listed indicators are 
standard, but they can be renamed to meet the need of a particular product, or fee standard reporting 
30 system of a company. 
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importance to it, and &at is the "Brand ConMbution". The "Brand Contribution" reveals the income 
contribution of a product to corporate profits without indirect expenses -and allocations. This is he 
level where products, product groups or divisions can be compared within a corporation because 
5 it Eliminates the distorting effects of indirect expenses and allocations. 

■ The purpose of the chart as shown in Fig. 14a is to analyze the cost structure of the product 
: and identify the financial indicators which perform better or worse than the company norm. The 
"UNIT" is a custom defined variable; If there is no company norm, the user can define ^UNlTS" 
either as another product, another region or division of the corporation - myihmg that can sei^e as a 
10 meaningful basis for comparison. ' 

Once data is entered in a chart as shown in Fig. 14a, step 140 rearranges the numbers in a 
dhM as shown ; in ]Fig. 1 4b so as to fecijit^te easier comparison. It enabled t^e user to see at a glance 
which cost or revenue item is out of line (better or worse). The basis of the comparison is the 
percentage each indicator represents in their corresponding ^Ies, 

15 Step 142 ref^ats the same comparison with competing brands. The chart shown in Fig. 14c is 

similar to Fig. 14a with the only difference that here, step 140 replaced the "UNIT" column headings 
with the major brands which were entered in step 100. The purpose of this comparison is to futiiish 
information concerning the price strategy the brand can follow. One of the basic competiti ve strategy 
options is to become the low-cost producer. If the brand H|s ia fliore expensive cbst structure, it should * 

20 not try price cutting because the competition can cut further. 

Step 144 breaks down the financial indicators into cost and revenue items. This analysis is a 
leA^l dee^ item within each financial 

indicator is responsible for the "better" or "worse** performance of a financial indicator as seen in 
steps 140 and 142. 

25 In step 144, the users renanj^s. the various cost and. revenue items within each indicator before 

the. data is entered. Under "Marketing Expenses", data for "Advertising" and "Promotion'* are entered 
from steps 30 and 32. 

In addition to the financial indicators used by step 16, step 144 also compares the product's 
performance to the hurdle rate. After "Business Income", step 144 lists the variable "Hurdle Rate" 
30 which is the target profit percentage of die company. Many company sets a hurdle rate as the 
minimum profit target for a product. Should a product not meet the hurdle rate, it will be probably 
withdrawn from the market. In the last row of Fig. 14d, step 144 deducts the hurdle rate from business 
income and enters the difference. 

Step 144 also rearranges the data entered in Fig. 14d in two different ways. First, it prints out 
35 the revenue and cost items which perform better or worse than die "UNIT" to which the product is 
compared in a chart as shown in Fig. 14b (see description in step 140). Then in a second chart as 
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: 'Mmfo Fig. 14®, works exactly like Fig. 14a with the only difference being that the "UNlfS" are 
replaced by product types. The number of product types are determined in step 26 and the sales data is 
transferred from there, 

- 5 Step 146 is a side step where a standard breiOc^evin walysis is p^ir joiiibi in g : Slchii* :as : 

shown in Fig. I4f. The purpose of a break-even analysis is to pinpoint the number of units that must 
: be sold before profit; is made at the planned expenditure level of capital resources. This analysis:; is 
based on the relationship among sales, revenue, fixed costs, and variable expenses. 

m The next step 148 makes different profitability projections by allowing to change twdlkey 
10 variables, sales and the discount rate. Step 148 displays a chart as shown in Fig. 14g where the user 
e^h change the geographic unit, the year and the product type by hitting the appropriate keys, pn the 
left side the financial indicators are listed. In the first column the product's current financial overview 
is displayed (data transferred from step 142). At the botibm of the charts, there are two variables, 
''Sales Increase %" and the "Discount Rate that the user need to enter. The purpose of this chart is 
15 to facilitate "v^at-i?' calculations, consequently, the two variables can bi changed several times. 
Once these variables are entered, step 148 calculates in the columns under the heading "Version V\ 
Version II" and "Version III" by increasing sales with the entered percentage and adjusting them with 
the discount rate. The ehart in Fig. 14g works as a financial calculator. It translates the diScrent sales 
levels into bottom line figures in seconds by using the same absolute expense amounts for the 
20 calculation. The only exception is> 6f c&urse, the cost of goods, which is treated as a variably <^ost; it 
thus remains the sanie percentage of sal^$ throughout tlte calculation. 

Step 150 compares the profitability of the product per geographic unit, product type, 
consumer segment and distribution channel in four charts as shown in Figs! i4h ? Hi, 14j, 14k. The 
chart in Fig. 14h is sifriilar to chart i^dj the only difference is that it does not detail the cost items 

25 after "Brand Contribution", just displays "Business Income" for reference. As explained iri step 140, 
the basis for the coi^parison of financial performance within a corporation should always be the 
"Brand Contribution", since this is the level where expenses directly attributable to a product can be 
measured, thus eliminating the distorting effects of indirect costs and allocations. Step 150 shpw$ the 
same first column in all of these four charts. In Fig. i4li, it displays the geographic units in the other 

30 columns for comparison. In Fig. 14i, the product types are compared, in fig. 14j the consumer 
segments are compared and in Fig. 14k the distribution channels are compared. All data to be 
compared is transferred from step 144, 

The chart shown in Fig. 141 is similar with the one in Fig, 14d with the only difference being 
that after displaying current year data (from Fig. 14d), step 152 shows the years of the planning period 
35 in the column headings for the user to enter, and in col 2 it calculates the percentage each indicator 
represents of total sales. Step 16, financial strategy development, starts with setting objectives first for 
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_ geographic unit ■ ' ' • 

; Step 152;r^armtiges the financial goals in a chart as shown in Fig. 14m. In column IrofFig. 
: ,\4m st^P 152 calculates the average growth rate, then, in column 2, it.ranfe:^ v&i^eiftl^^^ft 
5 according to tlicir growth rate. In columns 3, 4 and 5, step 152 repeats the; actual mmber&:c^e|si<l in 
percentage of sales for each item, in coIuoti 3, the current year data is fr^sferred from Fig^ i41, • in 
column 4, data for the selected year is transferred, and in column 5, step 152 calculates the difference 
between the two percentages. The analysis is done per geographic unit and product type. For both, 
revenue and cost ite^ms; the average growth rate is also calculated for reference. 

10 Step 154 summarizes the financial goals (developed by step 152} per indicator oh a year by 

year basis in a chart as shown in Fig. 14n. in column 1 , the financial indicators are listed, and then the 
goals are displayed for all years of the planning period in one geographic unit for one product ty^e. 
Step 154 rearranges the financial goals set in step 152 iji two additional charts for further analysis. 
The first chart is similar to the chart as shown in Fig. 14m, where step 154 first calculates the 

15 indicators' growth rate, and then ranks them accordingly. In the second chart as shown in Fig, 146, 
step 154 displays the development of one indicator over the planning period in all geographic unite 
The data is transferred step 152. ■ 

Step 156: displays a standard Profit and Loss Statement for the planning periods in a chart as 
shown in Fig* 14p On the top of the chart, the user may select the geographic unit and the product 

20 type, In colurrm l, step 156 displays the financial indicators (defined in ; step 140). In column 2 and 3 
the current year numbers are displayed from Fig. I4a. In column 4, step 156 repeats the objectives for 
the planning period on a year by year basis (data transferred from step 152), and then, calculates the 
' percentage of sales indicator in column 5, again on a. year by year basis. In the last four rows, step 156 
calculates the following major financial indices: 1) the first index is "Change in RXXS." or the 

25 change in the returri on sales percentage (business income/sales* 100), where the row displays the 
difference between the two percentages of two consecutive years; 2) the second index is "% Change 
in Sales'* displays the yearly difference between sales in percentages; 3) the third index is "%Ghange 
in Brand Contribution" displays the yearly change in Brand Contribution in percentage; and 4) the 
fourth index is "%Change in Business Income 91 displays the yearly change ill Business Income in 

30 percentage. 

Step 158 summarizes the financial strategy in a chart as shown in Pig* 14r. On the top of the 
chart, the user may select any geographic units that was defined in the set-up. Step 156 displays the 
financial indicators as defined in step 140 in column L In column 2 of Fig. 14r, current year data is 
transferred from step 140 (Fig. 14a). In column 3, the end of planning period objectives are 
35 transferred from step 152 (Fig. 141). In columns 6,7 and 8, step 158 calculates the differences: first, in 
column 6, the differences in the absolute numbers, then in column 7, the differences in the percentage 
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period (from current year to end of planning period). 

• : : Step 1 60 monitors the development of the flnanai^ indicators : ^ ; a ; monthly or Qu^^ly aiid 
gives a year-to-date overview m a chart as shown in Fig 14s, the user can select: the geographic unit, 
5 the time period, the distribution channel and the product type by hitting the appropriate keys; : Step :J;6G 
displays the financial indicators in column L In column 2> step 160 shows the planed numbers on: a 
year-to^date basis. The user enters the actual numbers in column 3, and step 160 calculates : the 
difference in absolute numbers (column 4) and in percentages (column 5). In columns 6, 7, 8 and 9, 
step 160 repeats: Mlllrne cakulati^: for the selected itime - period, fanned numbers \ for Ithl ^ifec 
10 period, or year-to-date are calculated from the yearly targets based on an equal distribution during the 
ye|r; Once the actual numbers are entered, step 160 rearranges them in a cjiartas shown in Fig, 14 v. 
Depending on which indicator the user has the cursor on in Fig. 14s, the cMrt in Fig. 14v will display 
the development of tfiat indicator in all M$ geographic urii|. 

In summary, step 16 analyzes the financial indicators and within them each cost and revenue 
15 items for each product type and geographic unit. Additional analyses were performed per consumer 
segment and distribution channel . Then the user sets financial objectives per edst and revenue item for 
^ planning period These objectives Were summarized in several charts so as to provide a better 
insight. Finally; step 16 monitors the development of the financial indicators during the planning 
period so as to alert the user to make changes is necessary. 

20 : When pT&^ : 0 developed, W : Most imporiaht ^dekiort is whether the projected sales and 

ijrbfit levels meet the objectives of the corporation or the investor depending on for whom the plan is 
prepared. The marketing planning process" 1 0 suggests two methods for decision making. As shown in 
Fig • 1 f the first dbctirs m step 18; <ifter : the market forecast has been prepared in step 12* sales 
■ ' objectives have feeeri 14^ and profit defiri current expenditure pattern in step- 16. 

25 The second occurs after the marketing Wategy has b0eh developed, and : when step 24 redefines profit. 

By the time, the user arrives at step 18 as shown in Fig. 1, the marketing planning process 10 
has indicated whether the market growth can guarantee sufficient sales and profits to meet the 
prede^ If yes, then the program continues with step 24, where the marketing strategy is 

developed. If not, then the program eontinues with step 20, v/here the objectives heed to be revalued. 

30 Still referring to Fig. 1, the task in step 20 is to decide whether the product is important 

enough to the corporation so as to accept a lower profit margin. If the product is not vital to fee 
corporation, Le. lower profit margins will not be acceptable, then the marketing planning process 10 
continues with step 22, where the marketing planning process 10 is exited. Step 22 can he either 
radical, like selling the division, or stopping the product immediately, in which case the planning 

35 process stops. Alternatively, it can be a multi-year project. In the latter case, the planning process 
continues with step 24, where a marketing strategy is developed; the aim of such a strategy will be to 
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is explained in five steps, steps 26, 2S, 30, 32 and 34; 

In step 26 of Fig. 1, product analysis and strategy development is explained in detail as steps 
2QQto220 

5 Whether the plarv is going to be prepared for a new product introduction or for one that has been on 
the market for years does not matter, the same steps must be followed if the aim is to develop : a 
successful marketing strategy. The objective; of step 26 is to develop a product strategy which will 
appeal to a large enough consumer group to realize the brand sales and profit targets. The task of step 
26 is thus to identify an unsatisfied consumer need and have a product developed to fulfill such need. 

10 : • : The product strategy development starts with step 200, with the analysis of the inarket 

•■ : environment. : : $ 'MM: :• =; ■■■ M-^M.f: : : • * / • : : : :Y: • 

Step 200 displays a chart as showti in Fig. 15a, where in column 1 all of the markets are listed 
that belong to the sanie market environment as the product of the marketing planning process 10. The 
; • markets arc usually defined in consumer needs, For example, if the user is preparing a plan for a hair 
15 dryer, then the market; environment can be defined as "personal care" or ^eauty care" or "hair care", 
: ; D^peiidmg on the ; market environment definition, the listed markets will be different. In the last row, 
, the: user enters the name of the "Consumer Base" by hitting the appropriate key«(See description of the 
"Consumer Base" in step 54.)* 

: x : Ih column 2 : of Fig. 15a, this: number of consumers of each market is entered per geographic 
20 unit ijh a given year. In column 4, the market size is entered and step 200 will calculate the market size 
per consumer by dividing the market si2:e by the number of consumers in column 6, Based on this 
analysis, in column 7 of Fig. 15a t the products are classified;, an "x" is entered^ those Markets which 
will be further analyzedin step 202 - these markets refer to consumer needs which can be satisfied by 
one product; a "y" is entered for those products which will be ignored at this, poijat but a separate plan 
25 will be developed for them later on; and those markets in which the brand does not participate but 
might represent a threat to the product, "will be marked with a "z rt . 

Step 200 ranks the markets accptxjing to the three?, variables of F% JS^; market size, number 
of consumers, and market per consumer in three different charts on the same screen, as shown in Fig. 
15b, In addition to sorting the variables, step 200 also provides four overviews of die data entered in 
30 Fig. 1 5a. The first overview displays the development of the market size of the submarkets in one 
geographic unit in a chart shown in Fig. 1.5c. 

Step 200 also provides two similar overviews of "consumer value" in column 6 of Fig. 15 a. In 
the first chart, similar to Fig. 15c, step 200 displays the year to year development of the consumer 
value for all the submarkets in one geographic unit. (The geographic unit is the same as selected in 
35 Fig. 15a.) In a second chart similar to the one as shown in Fig. 15d, step 200 lists the consumer value 
development of one sub-market an all the geographic units. The submarket is selected by putting the 
cursor on the appropriate row in Fig. 15a. 
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in step 200> vdl# &rthef analyzed. Consumer need analysis emprises the steps of identifying 
the attributes that the product must fiilfiU to meet corM^er satisfaction; In the car market, for 
e^mple, the consumer need is transportation (to get from one place to another): and the attributes are 
5 speediapci safety. Ihe m^xt step is entering the name of ^Jternate products tj^t; pan satisfy the same 
: need In the case of transportation, they can be, bicycle, motoreyele or public Irarisportation, The aim 
; pf this analysis to learn whether there is an alternate product that can jeopardize the market position of 
: ■ : th0: brand. Illlllt 

First, the product attributes are entered per consumer need in coluirin • In the headings of 
10 columns 3 and 4, the names of the alternate products are entered. Once the chart is properly set up, 
: ; ; - { -iffi^-;;feie| : prpdiict attributes are evaluated on a 1 to 5 scale, where 5 is the best: and I is the lowest 
value. The data is usually available through market research. First, step 202 displays the name of the 
alternate product that §pored better than the product, in Icpluran 5, and then a "y" (for yes) or an 
"n"(for no) indicating whether the attribute provides a marketing opportunity for; the product category, 
15 Marketing opportunity exists if none of the alternate products scored (5) onithe attribute. In colurnn 7, 
the most important product attributes are ranked. Only the ranked attribute, will go to step 204 for 
y farther analysis. , 

Step 202 r^&rrMps the datk errieiredin Fig. 15e in Wo charts to better reveal their marketing 
meaning. In the chart as shown in Fig; 1 S£ the products are ranked according to which product scored 
20 best oh: the attribute. The chart in Fig, tSg ^ smilar only in that the product attributes are ranked per 
product.; After the mtiking,: the marketing opportunity <y/n) evaluation is repeated. In the last column, 
• st#^ 202 transfers the scares from Fig. 15e, Both charts show the geographic; unit, year and consumer 
segment as selected in Fig* I5e. 

Step 204 transfers the product attributes from step 202 |n the ranked order (only those which 
25 were ranked) into column 1 of a chart as shown in Fig. I Sh. tte user> : ta^ is::to evaluate to what 
extent each competing brands meets consumer satisfaction on each of the $el$pte>d attributes. For the 
analysis the same 1^5 score system is used. The chart iii Fig. i 5h is similar tp fi^ 1 5e, 

In the analysts, iste^ from step 202. 

The highest score of the alternate products is transferred in column 2 pf Fig. 15h on an attribute. Once 

30 file brands* scores per product attribute were entered, Step 204 displays the competing brand (or 
alternate product) that scored better than the brand in column 5, In column 6, it identifies whether or 
not there is a marketing opportunity for the brand with a "y" (yes) or "n" (no). There is a marketing 
opportunity if none of the competing brands (or alternate products) scored a (5), or none of them 
scored better than the brand. In column 7, the user ranks again of the product attributes according to 

35 their importance to the brand. The product attributes will be transferred in the ranking order to step 
206 (only those which were ranked). In column 8, the planner enters an (x) next to the product 
attribute that will offer competitive advantage to the brand. (Competitive advantage is the reason why 
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.• Similarly to step 202, step 204 rearranges the brands 8 evaluation in two; different charts, te a 

; ; : 5 Fig, 15j 4 itranks the product attributes; per brand* 

• Step 206 is a consumer preference analysis. It I analyzes ithe consumer segments attitude 
t0^i^!;thfe product category; The first chart of step 206 is shown in Fig, 15k. Step 206 first enters the 
consumer base and the target consumer segments in the column headings. There will be as iiiany 
segments as were selected in step 120, 

10 r ;:: ;in ; the first row, step 206 transfers the segment size from step 54 (consumer base) and step 66 

(consumed segment). In the second row, the number of current consumers is displayed (step 54) . In 
the third row, the number of potential consumers is entered; In: the next rows, uftder "Product 
Attfibtites'V step 206 transfers the product attributes in their; ranked order from step 204 (only those 
which wcte ranked) in column 1. The task in step 206 is to sdote ttie product attributes according to 

15 the importance each of the target segment attaches to them. In the last row under "Product Attributes' V 
**Price'' is entered. Price is always a product attribute. In the last row,; the user enters an (x) to reaffirm 
tot the segment will indeed be considered a target seginent for marketing strategy development 
(step 24), 

; S IS 1. First, 

20 step 206 ranks the product attributes per consumer segment- and in a similar second, chart, it rank$ fte 
consumer segments per product attribute. In column 2, the scores are transferred from Fig. 15k. Both 
charts show the geographic unit and year as selected in Fig; I 5k^ ^ ^ 

' " : ' ? TSe" : process described in steps 202, 204 '^M^-^t^^^e^^^mt positioning. Product 
Positioning means defining the product in terms of its benefited i.e., estaWisliing the place we want our 
25 product dr brand to have in out consi^ ppsitioiied as a fast pain 

reliever which is gentle to the stomach; Mercedes is positioned m the mast reliable luxury car. 

Step 206 summarizes the evaluation of to and the importance of 

the product attributes to the consumers segments in three graphs revealing the position of the brands 
and the target segments on any two of the selected attributes (see Fig. 15m), In graph (1), the brands 
30 are positioned (step 204); the brands' positions are shown in the graph on the two selected attributes 
as evaluated in Fig. 15h„ In graph (2), the consumer segments are positioned according to the score of 
importance they gave to the same attributes. The selection of the attributes is done by hitting the 
appropriate key. The user can select from all the attributes that were listed in Fig. 15h. As a default, 
step 206 lists the first two attributes which were indicated to provide competitive advantage. 



23 

SUBSTITUTE SHEET (RULE 26) 



WO 01/18730 



■fiGT/DSW/24780 



if there is a brand that has almost the same position asa^ 

; ; '^h|^ 

■ 5 ■ ; : stfcp: • I) Step ?3Qfc& -:M^ket -ebvifcra 

of the consumer need{s) the product should satisfy; 2) Step 202 - Positidnirig the product category 
within the target market: against alternate products; 3) Step 204 - Positioning^ the brand within the 
product category apiiist competing brands; and 4) Step 206 ~ Identifying the target consumer 
segments, i.e., those consumers to whom the selected needs or product attributes/features are 

10 relatively more important This is the core of the product strategy. 

Step 208 constructs the product specification* Ttie task in step 2M is to identify product 
features the product has to incorporate in-order to meet consumer requirements and to define the 
product specifications- Step 208 thus translates the product attributes that the target consumer 
segments require the product should fulfill into product features in a chart as shown in Fig, 15n. in 

1 5 column 1 > Step 208 lists the product attributes in ranking order from step 204, In column 2, under Alt. 
Products, step 208 displays the highest rating alternate products received in step 202. The purpose of 
column 2 is to remind the user if there is a threat to the product from alternate ones. Columns 3, 4 ... 
display the brands (as many defined in step 100) and their consumer ratings jjer product attribute(data 
transferred from step 204). Between the product attributes there are empty rows for the user to fill in 

20 with the product which p^iticuM ^btite (without regaid to arty cwe&tfy 

" availiable product).: " ' 

The user's task in step 208 is to rate to what extent each brand fulfilis the requirements set by 
consumers on each product feature. If the feature of a brand excels, it is rated with a (5), If it is 
acceptable then a (4), (3) and (2) are used depending on the evaluation. Features which are considered 
25 unacceptable will get a (1) and not available features get (0). in the last row, the number of products 
ekch brind sells on the market is entered, : 

The last group of columns display the evaluation. In column 5, step 2<)8 enters first the brand 
with the highest rating for each product attribute and for each product feitufe. Alternate products are 
also included in the evaluation. In column 6, it repeats the score. Any time Men the rating is not (5 = 
30 Excellent) or only alternate products or our brand were rated (5), step 208 displays a (Y) in column 7 
indicating product differentiation opportunity. In the last row under "Brand" 6f the ^Conclusions" 
column, step 208 displays the highest number of products carried by a brand in the product line. 

Step 208 continues with the product specification development in a chart as shown in Fig, 15o 
with the ranking of importance of product features per consumer segment. Step 208 lists in column 1 
35 the product features in the order as the product attributes to which they belong were ranked in Fig, 
15n. In column 2 the rating of each attribute is repeated. In column 3 a step 208 entered the names of 
the product features in the same order as in the first column. In column 4 $ the user ranks the 
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enters the ranking number, step 208 rearranges the displayed features in the ranking order for each 
consumer segment This ranking of features will be transferred to step 210. In the last row, step 208 
enters first the number of products in the brand's product line, then that of the reference brand. 

5 : : After the : analysis of the brand's competitive position, step 208 continues with setting the 

strategy in a chart as shown in Fig, the first row of the chart, the strategy is indicated: to be 

. equal or superior role in the market place. Which role the user will select was decided in step 14 when 
brand sales and share objectives were determined. In some geographic units^ a brand might want to 
play a double role, ie,, to be equal to brand (x) and superior to brand (y). 

10 In column 1 of Fig. 15r f step 208 displays all the features requirements from Fig. !Sn, In 

column 2, step 208 displays the current ratings of the brand on the particular feature. In column 3, it 
enters the consumer ratings needed as defined in the strategy in the heading. Step 208 uses the same 
system as in Fig, 15p, with the only difference being that here the best consumer rating that was given 
to a feature is used as a reference and not the rating of a particular brand. That is, if the user wants to 

15 follow an equal strategy, step 208 enters the highest ratings per feature from column 6 of Fig* 1 5h, but 
if the user aims at superiority, it will display the highest plus one ratihg for each feature. In the 
"Number of Products" row, step 208 enters first the number of products in brand's product line, then 
the highest number earned by a brand in the marketplace, (data transferred from Fig. 15n 9 column 5). 

The user's: itasjk in step 208 is to set target consumer: ratings far the -bmnd per product feature, 
20 i.e., the appreciation level the brand Wants to achieve among its target consumers. In column 3 of Fig. 
15r, step 208 has entered the required ratings in order to meet the strategy objectives set in the chart 
heading (the same rating in case of an equal strategy s or plus 1 rating in case of superiority. In column 
4, the user revises these ratings and sets final score objectives based on how the brand will be 
positioned. 

25 Based on the above analyses, the product specifications: are fmali^ecl iti ^tep 210 in a chart as 

shown in Fig. 15s. The geographic unit and the year can be selected by hitting the appropriate keys. 
The objective of step 210 is (1) to define the number of product types that will be marketed; (2) to 
determine final price and specification of each product type. 

In the first column under the 'Total Market" heading, step 210 displays the "Product 
30 Features 11 and in column 2, the target "Ratings" for the product in general (data transferred from step 
208). On the top of the chart, step 210 enters the number of product types that will be marketed (data 
transferred from step 208). 

The next group of columns 3 S 4, 5 and 6 is under "Product I" heading (the user can select as 

many products as were defined in step 208). In column 3, step 210 transferred the data from step 252 

35 (Fig. I6d) and lists all the product features that were identified on the corresponding price level (see 

description in step 252) and the target price in the last* row. In column 4, step 210 lists the product 

features according to the ranked order of importance to Segment I (data from Step 208) and the target 
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detennined previously by hitting the appropriate keys. (The number of segments were determined in 
, sf^: : t|0 and the nuni|er of price levels )n st^> 2500 

Based on the product features listid in columns 1 and 4 (under the heaaings "Pricfe" and 
5 "Consumer Segment"); the user enters in column 5, under the heading, "Final Product Specification" 
thO$0 product features that the product type. The user hits the Enter key, and step 210 automatically 
enters the name of the product feature listed in the row, In column 6, the user enters the final target 
consumer ratings per product feature; In the last row, the final target price per product type is Entered/ 

Step 210 gives a complete overview of the final product specifications in a chart as shown in 
10 Fig. 15 1. In Fig }5t s step 210 displays all the product types and lists their respective features and 
; consumer rating. The data is transferred from Fig, 15s, columns 5 and 6 per "Product Type'YIn the 
last row, the target segment and price are entered. 

Step 210 fihaliies the prodtict development With Wl overview of the introduction of the 
various product types in a chart as shown in Fig, 1 5u. The user enters ah "X" under the product type 
15 in the year and in ttoe geographic unit wli<in and where prbduct type will be introduced. This is an 

Once the brand's product strategy is developed, step 212 compares it with the product 
s#atN^ as shown in Fig. 15v. Step 212 displays a grid with 

the - followimg colutrin headings: brand name, target segment, bran<l :ipos^i<m, product feature, 

20 -iea squares, a wider 

• space opens up where fee: user wilt type: iriiflie relevant information and a suTOnary of the previously 

• • . developed product strategy is created, ; : ; 

Th& packigihg stmtegy is developed as shown in step 214 and in Fig. 15 w. Packaging is part 
of the marketing strategy. Step 214 lists all the aspedfe that : ne£d to be determined as part of the 

25 packaging strategy development, These following aspects are listed on the screen in Fig, 15w, column 
1: the concept of the package, size, shape, color, material of the container {box, bottle etc*)* design, 
text, brand mark and labeling. Ifete the help faction, Fl, the user fin^ a. detailed description of 
how to develop a packaging strategy. Similarly to Fig, 15v, Fig. 15w also works as word processing. 
For some product after sale service is also important Product service strategy is also an integral part 

30 of the product strategy (step 26). The service strategy is also recorded in the last row of Fig. 15w in 
step 214. 

The task in step 216 is to establish sales levels per product type. In steps 104 and 106 of Fig. 

3, the brand sales and share objectives were determined, In step 216, these objectives are broken down 

according to product types per geographic unit in a chart as shown in Fig. 15x. Fig, 15x can be used at 

35 different levels depending on the user's selection at the top of the chart. The user may select one 

brand or the 'Total Market" by hitting the appropriate key. It is important that first the total market 

figures per product type be entered. Then, when the brand sales per product type are entered, step 216 
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In Fig, 15x» ;step 216 starts 
I , gnd enters the product types as determined to step 208 
5 those which are 5oJ4 ?by the brand), in the column .headings. In columns 2, 3 and 4, under c *Br^nd 
Tolal'\ step 2 16 transfers the data from step 100 (past date) and step 104 (future data} and calculates 
the share of the geographic units {percentage vertically) and the brand shares (percentage 
horizontally) which are 1 00% because this percentage refers to the sum of brand; shares of the product 
types, "and not to the brand share in the market. Under the "Product Type" headings in Fig. 15x, the 
10 sales per product type are entered in column 5. Step 216 calculates the share of the geographic uriit in 
colurhn 6 (percentage: vertically) and th^ colutrni 7 

(Product Type share % - Product Type Sales / Total Brand Sales x 100), In the last two rows of Fig. 
I5x, the brand (or product type) share in: the total market is calculated and the target price per product 
type is transferred ftprn : step 210 and entered. The market share of the product type is calculated as 

,15 • ; : follOWS: 

Product T^ Product Type x 

Each product type thu^ has share percentages: (I) in the sales of the brand, and (2) in the 
sales of the same product type of the market Step 216 also develops sales objectives per product type 
20 in Fi& ISx, First, tM tofalr^ sales objectives. 

<^ee the M per product 

type in a chart as shown in Fig. 15y, Fig 15y is similar to Fig. 14a with the only difference that here 
step 216 displays the brand sales and share figures per product type in addition to the total brand sales. 
(See chart description at step 100) 

25 Whether or not the sales objectives were realistic and in harrnpny with the rest of the 

marketing strategy (step 24) will be reviewed in steps 218 and 220. Step 218 compares the planned 
brand sales per product type and the planned brand sales per price level in a chart as shown in Fig. 
15z. The chart shows the same geographic unit, year and brand as selected in Fig. 15x. In column 1 of 
Fig. 15z, step 218 displays the product types as defined in step 210, in columns 2 and 3, step 218 

30 displays the projected total market sales and the share of product types (percentage vertically) in the 
total market (data transferred from step 216). In columns 4,5 and 6, the price levels are entered as 
defined in step 250. In the total row, under the Price I, II, m headings, step 218 transfers from step 
258 the data for the total brand sales per price level Under the "Brand Sales" in columns 7, 8 and 9, 
step 218 displays the total number of projected sales per product type (data transferred from step 216) 

35 and calculates the share of each type in the brand sales (percentage vertically) and the market share of 
each type (percentage across). The cells under the "Price Level" and Product Type are empty. They 
can be used as a calculator to adjust the sales objectives. If the user sells only one product type per 
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serves as a check on consistency of the marketing strategy (step 24). Otherwise, the user will use the 
calculator function of Fig. 152 and fills in the empty cells so as the two totals -(total sales per price 
Iceland total sales per product type) ultimately will add up. Step 218 cannot change the totals since 
5 they are transferred data. The matrix function of Fig. 152; gives the user the unique . p^J^jl^,^ 
harmonize the price (step 258) and product type strategies (step 218). Hie market columns (cols, 2 
Md 3) v^ere included only for reference. 

: I Step 220 also provides a check on the consistency of the marketing strategy (step 24) by 
comparing the planned sales figures per product type with the planned sales figures per consumer 
10 segment in a chait as ; ^Nvn in Fig. 156*; 

Fig. 6 provides a: summary of the consumer segmentation strategy.: This strategy flows 
through the entire program therefore it does not have an individual step in the planning process or an 
individual menu. If a brand decides to follow a consumer segmentation strategy, then each element of 
the marketing mix needs to be analyzed at consumer segment levels. A brand can thus have an overall 
15 marketing strategy without segmentation, or its product line can aim only at one or several target 
segments- Sometimes both strategies can be combined but that requires high level of marketing skills. 

: In stnrmiajry, step 26 developed the right product for the target segments. It identified the 
cor^umer need the product should fulfill and the unique product features, which are not offered by the 
competition and will provide the brand with competitive advantage. Step 26 confirmed or rejected the 
20 original target segment selections obtained in step 120. Finally, the number of product types were 
determined and their sales and share objectives set. The monitoring of brand sales per product type is 
done together with monitoring the brand's overall sales in step 11 8. 

Step 28 of )% lb is explained in detail as steps 250-262 in Bgure 7, In step 28, price 
development is analyzed and the price strategy is developed. Price strategy means to establish 
25 consumer prices for the brand at prices that will facilitate the sale of such goods to the end consumer. 
The objective of step 28 (Fig, 7) is: (a) to recommend target prices for the product types by analyzing 
the products currently sold on the marketplace, and (b) set sales objectives per price level. 

Pries analysis starts with step 250 in a chart as shown to Fig. 16a. Step 250 establishes first 
the price levels at which the product category is sold. Step 250 in Fig. 16a provides three price levels. 

30 The user may use one, two or all three, Step 250 analyzes sales development at the geographic unit 
level Then past data of sales development per price level is entered by changing the year designation 
at the top of the chart by hitting the appropriate key. The total row of Fig. 16a already displays the 
total market sales (data from step 50 for the past and step 56 for the future) and the total brand sales 
respectively (data transferred from step 150 for the past and step 154 for the future). The price 

35 analysis can also be repeated at the consumer segment level. When sales data per price level is 
entered, step 250 adds up the numbers and shows the sums on the bottom of the screen in red until 
they equal the total numbers entered in the last row. After sales data per price level is entered, the 
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and step 250 calculates the other according to the following equation: Dollar sales = Unit sales x 
: • Average price ' 1 .V!^..^..;... . ..^^^'^X^l 

price lev$l m the total s^ks pjf the 

vm&rket or brand (percentage vertically), and in columns 3 9 , 6 and 9, the brand; share per: price level 
(percentage hori^ntaliy), The last task of step 250 is to forecast sales and average price development, 
per price level over the planning period. For the forecast, the forecast function (F7) of the marketing 
planning process 10 can be used, | or the user make his/her own estimates/ The forecast average prices 
per price level for the brand represent the first target prices for the product types. These targets are 
10 revised several; tirnes; and finalized in step 258. After the average price 



\ ' Step 250 rearranges the numbers entered in Fig. 16a in two additional charts for further 
analysis. In a chart as shown in Fig. 16b, step 250 lists the brands per price level according t0 tbeir 
brand; share (column 6 in Fig, 16a) and displays the brand share percentage in parenthesis for the 
15 geographic unit, year and consumer segment. In a second chart as shown in Fig. 16c, step 250 
rearranges the sales figures so as to show the sales development of one brand (or the total market) n 
one year in all the geographic units- : 

Step 252 analyzes the second price variable as a function of the^pro^ 
quality of the product at each price level in a chart as shown in Fig. 16d. The objective of step 252 is 
20 to recommend product specifications and target prices per price level based, The user selects the 
geographic unit and year, and step 252 displays in column 1 of Fig. 16d the; product features that are 
characteristic for tt^ cwient product on the market in ranked order of importance. These features 
were entered in step 208- 

Fig. 16d has as many price levels as were determined in step 250. Under each price level, 
25 there are four columns. In columns 3 and 4^ under the he£diiig "Brand*, the user marks those features 
wrdchare currently offered by the respective brand in the marketplace at that price levei.(Any brahd 
cart be selected that was defined in step 100 by hitting the appropriate key). In column 2 of Fig. l6d s 
under the headir^/ M Market M , step 252 displays art (X) ifrffi^xow which arebf&rdd 

by at least one brand. In the last row, the average price is transferred from step 250, 

30 In the "New Offer" column, column 5, the user enters an (X) if the new product type at that 

price level should include the particular feature. Ilie "New Offer" is next year's product line. M trie 
last row of columns 2, 3 and 4, step 252 displays the average price transferred from step 250. In the 
last cell of column 5 of Fig. 16d (under "New Offer*' heading), fee user enters the suggested target 
price for the product type. The target price is determined by the two variables analyzed in Fig. 16d a 

35 namely, the competitiveness of the product features combination of the brand's product offer and the 
average prices of the competing brands. 
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product ie,> the correlation between change in price and consumer demand. In row I, the wiser enters 
the prices and in row 2, the corresponding sales levels. In row 3, step 252 calculates the price 
elasticity (senSiWty) or the yearly change in demand after a change in price. The price elasticity 

; and demand are inversely related, that is; the higher the price the lowe* the demand (and conversely). 

Prestige, goods represent an exception, their demand increases with higher prices, but only to a certain 
; : l extent • I ? mm I ' : " : M ■ ; ' ''m ' i : ; : : : 'mm • : ] \ : \ ^ ; ; ; ; 'im I ! 

■ Step 254 analyzes the market: |eyelopment and the average price development per consumer 
1 0 segment in a chart as: shown in Fig. 16f. The objective of step 254 is to understand the attitude of the 
various consumer segments toward price to forecast average price development, and to set target 
prices per target consumer segment. The chart in Fig. 16f has a similar structure to the chart in Fig. 
16a. The main difference is that in Fig. I6f> step 254 displays data ^ consumer segments for 
comparison while in Fig. 16a sales data of the various brands were shown (see description in step 
15 250), Step 254 ranks the importance of the consumer segments at the different price levels in a similar 
Manner to that shown iriFig. 1 6b with the only difference being that there the brands were listed. 

: The user enters first past data as indicated, and then forecasts sales and price development 
per consumer segment during the pliaiiriing period. These forecasts can be based either on estimates or 
llie forecast function (F7) of the marketing process 10 can be used. 

20 Step 256 contain^ the fourth :aspcct of price analysis, i.e., the price characteristics of the 

distribution channels in a chart as shown in Fig, 16g The objective of step 256 is to identify the 
largest distribution channels per price segment and forecast average price development. Step 256 also 
$fil|^ slra^ies :^e consistent The chart 

in Fig. 1 6g has a siniiiar structure to the chart in Fig. 1 6a: The main difference is that here, step 256 

25 displays data per distribution channel M comparistwi, while in Fig, 16a sales data of the various 
: brands were shown (see description in step 250). Once pa$t data is entered, the user forecast sales and 
price development per distributioai channel during the planning period are calculated. The forecast can 
be based either on estimates or the forecast fiin^ 10 can be used, 

Step 258 offers a final revision of the price strategy in a chart as shown in Fig. 16a (see 
30 description at step 250). The brand sales objectives per price level are transferred from step 250. Data 
per consumer segment is transferred from step 254. The user's task is to analyze the sales and average 
price development forecast and make final adjustments if needed. The future data entered in step 250 
is just suggestion. The marketing planning process 10 uses the data developed in step 258 as the final 
objectives. If there are no adjustments, then the numbers entered in step 250 will be identical with the 
35 objectives set in step 258. If on the other hand the user changes the brand's sales forecast per price 
level developed in step 250, then the sales of all brands per price level might not add up to the total 
market and will need to be adjusted. 
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Step^62 monitors sales development per price level in a chart as shown in Pig. 14t and per consumer 
..... segment in a chart as shown in Fig, 14u> (See step 1 18)* 

•x : In ■ summgtfy^ step 28 of 10 deviB^pedi a price strategy by 

5 analyzing the; prise levels at which; the product category;;^; s^ld in step 2SQ. Next* step 28 analyzed the 
: products which am sold at the different price ; levels ^nd made; suggestions: concerning product feature 
requirements and Average prices for each price level in step 252. Steps 254 and 256 analyzed the price 
development in the target consumer segments and in the distribution channels respectively, and then 
forecast sales and price development at the various price levels. Finally, step 256 finalized the price 
1 0 strategy by setting sales and average price targets for the planning period per price level. 

; : As shown in Fig, 8, step 30 performs a distrttj^tipn analysis ;and;.?tr^tegy development as 
&i^e* explained in steps 300-322. Distribution analysis is very similar to market analysis, Step 30 
reveals who the major distributors are, and what the brand's share is per distribution channel. Key to a 
successful distribution strategy ^ types of distribution, te.* those 

1 5 channels wher^ the b atthe least expense. 

.: Distribution analysis begins with^ 300 in a chart as shown in Fig. 17a, Fig. 17a contains 
all the necess^ m^ and developing a 

successful distribution strategy, 

In Fig. 1 7aj the user can select the geographic unit, the year and the brand. Step 300 enters 
20 on^ ciarent atid past d be changed. It is 

transferred from step 30? and step 3 10. Step 300 starts with entering the types of distribution 
channels in which the product is currently sold, or in case of new products where the products will be 
sold in column 1 . For example, the types of distribution channels can refer to different types of outlets 
like department stores, chain stores, drug stores, 

25 The first group of columns comprises columns % 3, 4 and 5 uxider Ihe heading of "All 

Distributors" i.e., the total market In column 2/ the number of outlets are entered per type of 
distribution. In column 3, the total sales per type of distribution is entered. In the last row, the "Total" 
data is already displayed from step 50. Step 300 shows the difference between the sum of the total 
sales per type of distribution and the number in the "Total' 9 row in red at the bottom of the screen. The 

30 sum of total sales per type of distribution must be equal to the total market sales. In column 4, step 
300 calculates the share of each type of distribution in the total market (percentage vertically). In 
column 5, the average sales per type of distribution is calculated by dividing total sales by the number 
of outlets in a type of distribution. 

In Fig. 17a t the second group of columns under the heading of "Brand's Distributors" 

35 comprises columns 6, 7, 8, 9 and 10- The <6 Brand s s Distributors" are all those selling points which sell 

the brand either exclusively or together with other brands. In column 6, the user enters the number of 

outlets where the brand is sold in each type of distribution, In column 7, step 300 calculates the 
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within, a type of distribution that is selling the brand {percentage horizontally). In column 8, the sales 
volume of the brand s distributors is entered, In column 9, step 300 calcu|t|| the share of each type 
of distribution in the total sales of the brand's distributors (percentage vertically). In col 1Q 3 Step 
5 300 calculates the brand's maTket reaqh. 

The market reach is a distribution indicator expressing the percentage of the inarket which; is 
reached by the outlets selling the brand, Step 300 calculates the market reach: by dividing the; sales: of 
"Brand's Distributors" (column 8 of Fig. 17a) by the total sales of the type of distribution channel 
(c^oMnin 3) and multiplies it by 100. The objective of the above analysis i^ to find out,: many 
10 outlets sell the user's brand, and what role those distributors play in the total market? Market reach 
reveals the maximum market share potential of the brand Under its current distribution pattern. If all 
: the outlets selling the brand sold only the brand, then their market reach- would equal to brand's 
market share. A brand cannot have higher market share than the total sales of "the brand's 
: distributors", 

15 The last group of columns of Fig. 17a, under the heading "Brand", comprises columns 11, 12, 

13 and 14, and displays data referring to the brand which was selected at the top of the chart by hitting 
the appropriate key. In column 1 1, the brand's sales per type of distribution is entered. In the last row, 
the total brand sales ("Total") were transferred from step 100. Step 300 shows the difference between 
the sum of the total sales per type of distribution and the number in the 'Total" row in red at the 

20 bottom of the screen. The sum of total sales per type of distribution must be equal to the total brarid 
sales. In column 12, step 300 calculates the share of each type of distribution in the brand's sales 
(p^ceiitage vertically). In column 13, step 300 calculates the brand's market share per type of 
distribution channel by dividing brand sales (column 11) by total market sales (column 3) and 
multiplying ft by 100* hi column 14 of Fig^ 17a, step S^oTis^ share of the brand, 

25 Distribution share shows how irnportant the brand is to its distributors in a type of 

distribution, i.e., what percentage the brand's sales represent in the total sales; ftf its distributors. Step 
300 calculates the brand's distribution share by dividing the brand's sales (column 11) by the total 
sales of "the brand's distributors" column (6) and multiplying it by 100. 

Usually! the quickest and easiest way to increase sales is to imprpye the brand's share with its 
30 current distributors. The distribution strategy* as developed in step 30, composes setting market reach 
and distribution share objectives in step 320. These two indicators are interdependent according to 
the following formula: 

Market share % (market reach * distribution share ) / 100 

Step 300 rearranges the data in Fig. 17a in three different charts. First in a chart as shown in 
35 Fig. 17b, step 300 ranks the types of distribution according to their importance in the total market, in 
the brands distributors, and in the brand's sales according to the brand's market reach and distribution 
share, 
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distribution channel s (a) where the brand needs to increase its market -reach by opening up new 
outlets; and (b) where the brand needs to increase its distribution share by selling more goods to the 
same distributors. Step 300 lists those types of distribution under the heatog "New Distribution 
5 Channels' 5 (needed) where the brand's market reach is average or lower, and under "Channels to 
Improve Share" where the brand's distribution share is average or lower, 

; The last overview that step 3 GO displays is in a chart with a similar structure to the one in Fig, 
: 17a with the only difference being that on the top of the chart where a type of distribution is selected, 
and in column 1, where the geographic units are listed. 

10 I- Step 302 analyzes the positiori of the major brands in the diiferent types of distribution 
channels in a chart as shown in Fig. 17d. fii Fig. 17d, only past and current data are entered and the 
" forecast will be prepared in step 310 in an ; identical chart. In column 1, the types of distribution 
channels are listed. In; the first two sets of columns, columns 2, 3, 4, 5, 6 and: 7, under the: heading 
"Total Market" and under the heading "The Brand", step 302 displays the data from step 300. Column 

15 , 2 and 5 show the sales data, column 3 and 6, the share of each type of distribution channel {percentage 
vertically) and column 4 and 7, the brand share (percentage horizontally) which under the heading 
^Total Market" is> of course, 100 percent. The user enters the sales of the competing brands per type 
of distribution in column 8. Similarly to columns 6 and 7, step 302 calculates columns 9 arid 10, In 
the "Total" row of column 8, the brand sales are already displayed (data transferred from step 100), 

20 The sum of brand sales per type of distribution must equal the number in the "Total" row. Step 302 
displays the difference in red at the bottom of the chart, if any. Similarly to the brand's sales, the user 
may enter the sales also of the competing brands in step 300. In that case, Fig, I7d is filled in 
completely when step 302 displays it on the screen. 

Step 302 rearranges the data of Fig. 17d into three charts. In a chart as shown in Fig. 17e, step 
25 302 rsnks the importance of the types of distribution per brand according to their shares in the brand 
sales and displays the actual share percentage in parenthesis. In a chart as shown in Fig. 17f 3 step 302 
ranks the importance of the brands- per type of distribution according to their brand shares and 
displays the actual share percentages in parenthesis. Finally in a chart similar to the one shown in Fig. 
17a, step 302 displays an overview of the brand sales in one type of distribution channel in all the 
30 geographic units. The only difference between the charts of Fig. 17a and Figv I7d is that here step 302 
displays the name of a type of distribution on top of the chart (in place of the geographic unit), and 
lists all the geographic units in column 1 (instead of the type of distribution). 

Steps 300 and 302 showed the user the brand's strong and weak points in the various types of 
distributions. Steps 304 and 306 will reveal the reason by analyzing the dealers attitudes toward the 
35 product and the other brands. Step 304 analyzes the important factors that play a role when 
distributors decide to stock a brand in a chart as shown in Fig. 17g. Step 304 lists the types of 
distribution channels in column 1 and "Factor" in the headings of columns % 3, 4, 5 and 6. The user's 
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stpok a brand, (market research data). These factors can be, for example, pirjce, service, advertising 
support, packaging, dealer's discount, etc. and they will vary with each product. Once the narne^ of 
the determining factors are entered, the user evaluates the importance of each factor in each type of 
5 distribution (market research data), 

■ In two charts as shown in Fig. :17h and Fig. 171, step 304 rearrat^es ihe data so as to hetter 
\ understand its meaning. In Fig. 17h, step 304 ranks the importance of determining factors per type of 
; distribution, n Fig. 17i, step 302 gives an overview of the importance of the determining factors in one 
i ■ type; of distribution in ail ii geographic units . 

10 Step 306 analyzes the brand image in the distribution channels in a chart as shown in Fig. 17j 

by using a score system torn low to high, i.e., high score means a better score. The objective of step 
306 is to compare the brand's services rendered to the distributors with thos^: of the competition by 
evaluating each brand per determining factor. Step 306 displays the determining factors (data 
transferred from step 304) in column L Across in the column heading, the brand names are displayed 

15 from step 100. The user's task is to score each brand as to how well they perform on each factor 
(market research data). In column 6, under the heading" Strong/Weak" step W& evaluates the brand's 
position compared to other brands. The brand's position will be judged: strong, if the brand has the 
highest score alone; neutral (a) if the brand share the highest score with at least another brand, or (b) 
if the brand is ranked number one but not on the highest score level; and weak if any other score than 

20 the^ove. 

; The primary; aim of the brand will be to obtain the best score on the most important facto per 
: > distribution channel. • 

: Step 306 f&iranges the data entered in Fig. Ifj in three different ways. First in a chart as 
shown in Fig; IT^ $06 i^ks t& br^^ score in 

25 peffenthesis. Second as shpwn itt Fig. : : 17l, stq> of the brand 

in a ge 

^ in one year for on one detc^ming 

factor; In column 6* the evaluation 

In step 308, the distribution strategy development begins iri a chart as shown in Fig. 17n. In 
30 step 308, three major tasks are performed: (a) the analysis of the major distribution channels where 
the target consumer segments purchase the product; (b) identification of new channels and setting 
strategies for them, and (c) forecast of market sales per type of distribution and consumer segment. 
The chart shown in Fig. 17n is similar to the one used in step 302 with the only difference being that 
here brand sales analysis is replaced with the analysis of the purchase patterns of the consumer 
35 segments. In column 1 of Fig. 17n> the types of distribution channels are listed. In the column 
headings, first the "Total Market" is displayed, and then all of the target consumer segment which 
were identified in step 120. If no segments were selected, then those columns remain empty. In 
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from step 300- In columns 5 and S, the user enters market sales data per consumer segment. In 
columns 3 S 6 and 9, the share of each type of distribution channel (percentage vertically) is calculated, 
and in columns 4, 7 and 10, the market share of the consumer segments (percentage horizontally). 
5 Xhe market share und^r the heading "Total Market*' is always 100 percent. Nevertheless, the share of 
consumer segments may add up to more than 100% because of possibje overlapping. The total 
purchases per consumer segment is already displayed in the "Total' 1 row of columns 5 and 8 (data 
transferred from step 120). The sum of purchases per consumer segment in the types of distribution 
: . must equal the number in the "Total" row/Step 308 displays the difference at the bottom of the chart, 
10 if any. . . 

Step 308 also forecasts the sales development per type of distribution during the planning 
period. For the 1 forecast^ the user may rise estimates or the forecast function of the marketing planning 
• ; : : process 1 0 by himngF?. . - 

Step 308 rearranges the data of Fig. 17n in three charts. In the first chart as shown in Fig. 176, 
15 step 308 ranks the importance of the types of distribution per consumer segment according to their 
shares in the consumer purchases and displays the actual share percentage m parenthesis. In the 
second chart as sho wn in Fig. 17pj atep 308 ranks the importance of the consumer segments per tjme 
of distribution according to their shares and displays the actual share percentages in parenthesis. 
Finally, in the third chart as shown in Fig. 17r, step 308 displays an overview Of the brand sales in one 
20 type of distribution channel for all the geographic units, The only difference between Fig. 1 7r and Fig. 
^ 17n is that here step 308 displays the name of a type of distribution on top of the chart (in place of the 
geographic unit), and lists all the gepgreLjphio units in column 1 (instead of the ^ 
: Step 308 thus enables m^ user to study whether the purchase pattern of a consumer segment is 
characteristic for all geographic uiuteor^ a um'qu^ pheitom 

25 Stab 310 fea^ down ^ of rihe brand : (Set::tt1fltt|te 104 and 120) per 

cbtomer segmeiit arid per tyjpe of didiib^oii to the types 

of distribution channels including the new ^es--(d&^^wEmed from step 308). In the column 
headings, step 3 10 enters "Total Market'* and all the consumer segments which were selected in step 
120- Under each major heading) there are four columns. The columns 2, 3, 6 and 7 display data of the 

30 total market, and columns 4, 5, 8 and 9 display brand data. Columns 2 and 6 show total market sales 
(data transferred from step 300 past and step 308 fiiture)Jn columns 3 an# 7, step 310 calculates the 
share of each type of distribution in the total market sales (percentage vertically). In columns 4 and 6, 
the sales objectives of the brand per type of distribution per consumer segment is entered. The user 
may enter estimates or use the forecast function of the marketing process 10. In columns 5 and 9, step 

35 310 calculates the brand.share percentage per type of distribution (brand sales/market sales X100). In 
the "Total" row of Fig, 17s, step 310 displays the total sales of the brand (data transferred from step 
100(past), step 104 (future) and step 120 per consumer segment. The brand sales objectives per type 
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••:•• •!• ;!:::St€p 31;0;*es^^ charts. In ; a : G^rt as 

sho\yn in Fig. 171, step 310 compares the;: brand >s share in the total market raln&ittt a consumer segment 

ail -Overview of the brand sales objectives; in one type of distribution channel for all geographic units. 

Step 3 12: finalizes the brand's sales objectives per distribution channel in an identical chart as 
shown in Fig. 1 7d. (see description in step 302). The objective of step 312 is to check on! otirl sa^s 
■ objectives by forecasting- the sales of the competing brands in the different types of distribution 

1 0 channels. Step 312 displays the past data from steps 300 and 302, and future cfeta from st#£ 308 iihd 

■ 310 for the market arid for the brand- 
Before the sales objectives are finalized, step 314 makes a final check by comparing the 
brand's distribution arid product strategies in a chart as shown in Fig, 17u. Step 314 displays the total 
market numbers (data from step 300 for the past and 308 for the future), the; total brand sales per 

15 product type (data transferred from step 216) and the brand's sales prttfections per distribution 
channel (data from step 3 1 0), Step 3 1 4 calculates the percentage columns based on the market share 
of the distribution types (first percentage column, percentage calculated vertically and adds up to 
100%), the distribution channels 1 shares in the brand sales (second percentage column) and the brand 
shares per type of distribution (last column, percentages horizontally; brand sales/market sales x 100). 

20 *ffl$ii&er*a task is to break down the brand's sales objectives per type of distribution into $ales per 
product type and type of distxibutiori, ue., to divide the total sales per product type among the 
distribution channels. Step 3 1 4 thus harmonizes distributiori and product strategies. 

Step 3 16 displays an overview of the distribution strategy in a chart as shown in Fig, I7y. 

Step 3 IB displays the development of the number of distribution outlets per type of 
25 distribution in a chart as shown in Fig. 17aa. In step 300^ the user entered the number of outlets per 
type of distribution On a yearly basis. Step 318 displays the same data over the entire period in one 
^icjgraphic unit arid dalbtdates the yeariy grbwtfi rate. In another chart as shown in Fig. 17bb, step 318 
alsd displays the dev&opnient of the number of ooitlete this time, for all 

of the geographic units after the type df distribution was selected (in Fig, 17sa). The planner's task in 
30 step 318 is to forecast the development of the number of units during the planning, period. Estimates 
may be entered, or the user may use fee forecast function of the marketing planning process 10, 

Step 320 sets distribution objectives, i.e., strategies the user must follow in order to attain the 

sales objectives developed in step 3 10 as shown in a chart of Fig. 17cc, Setting distribution objectives 

means to determine the necessary market reach, distribution share and number of outlets objectives 

35 (see explanation in step 300). The objectives are developed on a geographic unit basis year by year. 

Fig. I7cc displays the types of distribution in column 1. In column 2, the projected market sales 

figures are displayed per type of distribution as forecast in step 308. In column 3, step 320 calculates 
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5 display the market reach, first in the current year, and then lets the user enter the target market reach 
percentages for the year marked in the column heading. Columns 6 and 7 display the distribution 
share percentages. Column 6 shows the current year's distribution share and in column 7, step 320 
5 calculates the brand's distribution share based on the market reach objective entered in column 5, 
since the two indices are interdependent and both are a function of brand sales which is displayed in 
: : : ::eqluinn 8. In columns 9 and 10 of Fig, 17cc, step 320 calculates the share of each type of distribution 
in -the brand sales (percentage vertically) and the br#c[ share in each type of distribution (brand 
sales/market sales x 100). The interdependence of brand ^ distribution share is 

10 shown in the following formulas: • , : : : 

Market reach * £>is^b^ 



Market share 



w 

and 

15 Total market * Brand share 

Brand sales = — ~- — ;: — — 



100 

When setting objectives for market reach and distribution share, the user actually defines what 
really needs to be done in order to meet the sales targets, i.e., to what extent the brand needs to 
20 acquire new distribution channels (to increase market reach) and to what extent it needs to increase its 
share with the current distributors. 

Step 320 provides a final check on how realistic the distribution strategy objectives are by 
displaying an overview of the market reach and distribution share objectives for one type of 
distribution but in all geographic units in a chart similar to Fig. 17cc. 

25 The third distribution strategy indicator is the number of outlets that step 320 determines in a 

chart as shown in Fig. 17dd. Based on the brand's market reach and the distribution share objectives, 
step 320 fills in this chart of Fig, 17dd completely by transferring data from Fig. 17cc. Step 320 
calculates the number of outlets needed to meet the brand's sales objectives by using the brand's 
current average sales per outlet according to the following formula: 

30 Total brand sales (in units) 

Number of outlets needed « — 

Average number of units sold 

The brand sales, which were determined in step 310, are constant in step 320. The user can 
thus change only the other variable of the equation, the average number of units sold per outlet. There 
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(1) by concentratiri| at the larger distributors, i.e., outlets with a higher average number of units sold, 
or (2) by increasing the brand's distribution share, ii, the number of units the brand sold per outlet. 
The larger the outlet average sales, the lower distribution share the brand needs to meet the same 

sales is calculated by the following formula: • 

; Average hiimber qf brand sales - (Average h«ii|l tif units sWd;$l| Wands) x Di^ pafe 

%)/ioo " "M : 

In Fig. 1 7dd; the: distribution share, which was determined in Fig> 17cc, is constant.; Here, the 
10 user's only option is to change the distribution channels' average number of units sold where the 
brand is sold, ie.> to sell the brand m those outlets which have a higher volume. In column 1, the 
types of distribution are listed. In columns 2 and 3, step 320 displays the following market date: total 
number of outlets and their average sales (all brands) trarisierred from step 300 (past) and step 318 
(future). Columns 4 and 5 show the same data for the brand's distributors, namely, the number of 
I S outlets currently selling the band arid their average sales. In tne "Outlets Needed" columns, columns 6 
and 7, step 320 calculates how many outlets the brand would need if its distributors would remain the 
sarhei i.e., their average sales per outlet would not change and the average sales under "Outlets 
Current" are the same as under ''Outlets Needed" - data transferred from step 300. The number of 

20 ' Bnasd • • i: ' ::: - : '' : ''' : : sailes : ^ : target :: v p*^ W :: selected 

Number of outlets needed **, — 

(}<■:. GuMatit .ay^^afe^ sales of the brand's 

25 : ' : In columh £ step 320 calcula^^^ of outlets and the 

number of outlets the brand needed to meet ite sales targets/ In column 9 S step 320 displays the 
x:;;;:.: -^andfS/ayiBFa^ sales per outlets* which : is also a calculated-value staid functicm of the average 
sales of its distributors. The brand' s average sales per outlet is calculated as: 

Brand's average sales per outlet « (Outlet's average sales x Brand's distribution share 

30 %)/I00 

The user's task in Fig. I7dd is to set average sales targets for the brand's distributors. If the 
user changes the average number of units sold per type of outlet, then both of the following indicators 
will also change accordingly: (a) the number of outlets needed, and (b) the brand's average sales per 
outlet. Changing the number in one column will recalculate two strategic indicators automatically, 
35 whereby the user will continue to change the average sales of the distributors as long as the brand's 
average sales targets do not seem realistic, The "Difference" column, column 8 in Fig, 17dd> was 
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objectives given the set market reach and distribution share targets. 

. . .. Finally, step 320 gives an overview of the number of ioutlets needed for the brand to meet;. its... 
: sales ^ eetives in one : type of distribute on: channel fbraU^ge^^phic units. TheiiCtetis similar :t©-;PgP 

: 5 I7ddbut it changes the axes by showing one type of distribution channel at the top of the chart £nd 01 

geographic units in column L In a chart similar to 14dd, step 322 monitors the brand sales and: share:; 

development per type of distribution.: See the description in step 1 18. 

In summary, step 30 of the marketing process 10 analyzes the current distribution pattern of 
the product Step 300 identifies the major outlets and calculates the brand's market reach and: 
10 distribution share. Then, steps 304 and 306 analyzes the distributors' attitude toward the brands, Next, 
steps 308, 310 and 312 develop a market forecast for each type of distribution and consumer segment 
and set sales objectives for the brand. Finally, step 320 sets distribution objectives for market reach, 
distribution share and number of outlets. Step 322 monitors sales development per distribution 
chaMel during the plaiihing year. 

15 : Step 32, the development of tiie advertising strategy is i^he explained in steps 350 to 364 of 

Figure 9. 'The objecti ve of advertising strategy is to convey a message to the target audience, . • 

• Step 350 starts with establishing which media are currently used for: advertising the product 
and how much the maj^^ In Fig. 18a, 

the highest level of geographic unit is treated as an individual unit because there are media campaigns 

20 which cover ihe entire territOTy, The total media spending is thus the sum of media spending in all 
geographic units including the highest level Step 350 lists "Medium I in eolunm 1, The user 
renames the lines by entering the names of the actual media used and enters additional ones if 
itecessiary. Step 350 enters the names of the major brands in the column headings defined iii step 
100 including the total market. Once the amount spent in each medium by each brand is entered, step 

25 350,calculates the share of each medium in the total spending of each brand (percentagp verticallY), 

Below the "Total- line* step 350 Calculates an important advertising concept namely; the 
"Share of Voice" (S.O.^ percentage which is the percentage of the media expenditure of a brand in 
the total media expenditure according to the following fonnular 

Media expenditure of a brand 

30 Share of Voice - - — x 100 

Total media expenditure 

In the last line, step 350 displays the brand shares in the total market (data transferred from step 100 
for the past and 104 for the future* 
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ofrriedia spending per brand based oa a byrrent trend. The user can enter estimates or use tiie fcpeist 




; ; \ Step 350 : wfeM Bn^z^ MM^ning of the rftpa spending; per :ton<i by rearranging the 
5! d*t<L entered in Fig, four subsequent charts. In a chart as shown in Fig.: J 8b, step 350 spires 

a brand's share of voice and market share rank. Step 350: lists the various brands according to the size 
of their media expenditures in column 1, and the actual amount spent in column 2. In columns 3 and 4 
of Fig. 1 8b, step 350 compares S.O.V and the brand share percentages of each brand. In column 5, 
step 350 displays the ranking number of the brand according to brind share. Theoretically; the brand 
1 0 share and the S.O.V ranking of a brand should be the same, i.e., the brand with the highest brand; share 
: is "supposed" to spend most on advertising. 

Many companies use the Share of Voice for determining the size of their media budget. The 
marketing planning process 10 advises against it. S.O.V. provides important guidelines, but it should 
not be used as the only criterion for spending level decisions because it excludes other innumerable 
15 factors which influence the efficiency of our advertising. Even the basis of this calculation, namely, 
the total amount of spending by all brands, might not be correct 

;i: In.a chart as shown in Fig. 18c, step 350 ranks the brands per medium according to the 
amount spent, In a similar chart, step 350 changes the axis ? and ranks all medi^per brand. Finally, in a 
^hart as shown in Mm ■ t M, step 350 gives an owmmiM media spending of the brands in one 
20 medium for all geographic units. The structure of the chart is identical with the one in Fig. 1 8a. 

Steps 352 and 353 belong together. Step 352 analyzes the consumer purchase steps model of 
the product in a chart as shown in Fig. 18e and step 353 sets objectives in a chart as shown m Fig. 
lSg. Deciding to make a purchase and selecting a particular brand is a muitistep process. The 
objecti ve of step 352 is to measure each <rf preference and 

25 purchase levels mong; the various consumer aeg^enfe, andi fo identify which of these purchase steps 
to emphasize in the brand's advertising campaigns. Jn -cptumn 1, fhe geographic units are listed as 
defined in the set-up* In the coluim -h^ steps are listedr awareness, 

acceptance, preference aiid purchase level. Under each Column heading, all the major brands are 
displayed which were defined in step 100, 

30 Each user will have his or her own definition of purchase steps. The definition in itself is 

irrelevant. It is only important that the same definition shpuld be used oyer the years when niarket 
research is carried out 

The purchase steps are measured in percentages of the consumer base {as defined in step 54). 
For example, 5% level of acceptance means that 5% of the consumer base finds the brand's product 
35 acceptable. In Fig. 30e, step 352 does not calculate the purchase level but uses the same research data 
as used for the other steps. 
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percentages are based on the awareness level, Consequently, they express what percentage of the 
consumers whp: are aware of, would accept, prefer or purchase the brand, The line always shows the 
index for the geographic unit on which the cursor is placed. The index is a more accurate measure of 
5 the correlation among the indicators than the actual percentages based on the "consumer base". The 
user's task is to forecast the development of the purchase steps. The forecast numbers can be entered 
(research data or estimates) or the forecast function of the marketing planning process 10 cafe be used. 

Step 352 also rearranges the data entered in Fig. 18e in a ch^; al; shown in Fig- 18f to 
facilitate further analysis. In Fig. 18ft step 352 lists the geographic units, then in the following 
10 columns, it compares the selected brand's actual percentage and rank with regard to the following six 
major indicators: market share (data transferred fern step 100 (past) and step 104 future), Share of 
Vofee ^Jata from -step 350), awareness; acceptance^ preference and purchase level ranks (data from 
Bgi 18e). 

Step 353 sets advertising goats in a chart as shown in Fig, 18g. In column 1, the ye^ of the 
15 planning period are listed as defined in the set-up. In the next three column headings, step 353 enters 
the three indicators for which the user needs to set the following advertising objectives: awareness, 
• acceptor and prefererite levels; Cata for ^ yeW is ateo entered from step 352, In column 7, 

step 353 ealciil^ levels based M'tite sales objectives set in step 104 and the 

eMMmer Base as determined in step 54 fri ^cordanee with the folloAVing fonftula: 

20 Sales " y " " "'" " ii^'iitchasje '^e^uebMy ' 

Purchase level % = '^L**^^^^ x 1 00 

Consumer Base . 

Hie purchase level in step 353 is different nx>m the one used in step 352 because each has a different 
source. Step 352 uses market research data for consistency within the chart Li step 353, on the other 
25 hand, the user's task is to set actual advertising objectives: to meet sates targets; consequently, the 
aet^data(t^cu^ 

Under the headings acceptance and preference and purchase level, there are two columns. In 
columns 3, 5 and 7, step 353 displays the actual percentage goals, i.e., the percentage of the consumer 
base who accepts, prefers and purchases the brand, and in columns 4, 6 and 8, the index is calculated. 
30 The base of the index is the awareness level, i.e., the percentage of the consumer base who is aware of 
the brand. (See step 352). In column 9 of Fig. 30g, step 353 displays the projected brand share 
percentages (data from step 104) for reference. 

Step 353 gives an overview of the advertising objectives in a chart as shown in Fig. 18h. 
After listing the geographic units, step 353 displays the consumer base in column 2 as determined in 
35 step 54, In columns 3, 4, 5 and 6 3 the following four indicators are entered: awareness, acceptance, 
preference and purchase (calculated) levels. In columns 7 and 8 S the brand's sales objectives and 
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lQ4(future), This is the test opportunity, when the user revise the adve^iiig objectives. 

Step 354 analyzes the relationship between brand sales development iand media expenditures 
in a chart as shown mFig, 18i, Then, based on the correlation, Fig. 1 Si projects the necessary media 
5 spending that is needed; to meetbrand sales targets. For ^ analysis, the multiple regression 1 stetistical 
triodei 52 (see dejscriptibri there) is used which was also used for Forecast H and developed in step; ; 

In the chart in Fig. 18i, the geographic unit and brand can be selected by hitting the 
appropriate keys. In the first row, (he past media budget of the brand is entered from step 350. In the 
., next line, the brand sales are entered; from step 100 (past) and step 104 (future). In the next rows, the 
10 marketing planning process 10 suggests several influencing factors and enters the following data: 
. awareness, acceptance, preference and purchase levels (data transferred from step 352 for the past, 
step 353 for the future), brand share (data from step 1 00 for the past, step 104 for the future) and total 
media spending (all brands - data from step 350). The user; may enter any number of additional 
variables or may exclude any or all of the suggested variables from the calculation by hitting the 
15 appropriate keys, 

Step 356 develops the media plan; in a chart as shovm in Fig. l^ As a starting point; for the 
media plan development, the user records in the 'Conclusions* the advertising: niessage that the media 
plan has to convey to the target audience. This message vvas developed in step 26 and finalized in step 
210. The effectiveness of the developed media plan deperi|s on (a) how many target customers can be 

20 reached by using a particular medium (advertising reach), (b) who are those people (target 
consumers), (c) how many times the target audience will actually see, hear or read the advertising 
(number of contacts). The success of the media plan will depend on to what extent it will attain the 
required awareness arid purchase levels. The media plan is developed on a geographic wit ba|is and 
usually comprises several campaigns during the year. For every campaign, the user needs to fill in a 

25 chart as shown in Fig, 18j. Hie geographic unit and year can be selected by hitting the appropriate 
keys, and then the user enters the campaign number (the number of campaigns to be entered is 
unlimited.) 

in Fig. 1 8j, first the type of medium is selected and then the actual vehicle within the type of 
medium is set. For example, the type of medium is magazines, and the actual medium to be used is 

30 Good Housekeeping, The following factors will influencing the media mix selection: (a) the media 
effectiveness: i.e., which media can convey our message the most effectively depends on the message 
(how easy or complicated it is to understand?) and on the product (cosmetics are usually advertised in 
women's magazines); (b) the type of consumers reached, e.g., when the user follows a segmentation 
strategy, h© or she will select the media which reaches the target group in the most effective way, and 

35 configure the reach of the media mix to be wide enough to realize sales objectives; (c ) competitive 
media usage which in turn depends on the market situation, i.e., if the user is the market leader, then 
the user should probably spend more in each medium than any of the brand's competitors. If the user 
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she wants to take and then spend most of its money in the media not used by the targeted brand, while 
another option is to outspend the brand in its : major medium; fd) cost effectiveness of the media is also 
an important factor and is usually e^pr^ssed either by the "cost-per-thousand criterion" (the cost per 
5 thousand target consumer reached) or the r, sa]es-per-$unit-spent fl index (See description below). 

In the next- line of Fig. 18j=, the user enters the timing 1 of tlie campaign. This can be one 
period, several periods or throughout the entire year. Then the target segment that will be reached by 
the particular vehicle. When the cursor its on the target segment line, step 356 lists the selected target 
: segments (selection in step 120) and the user selects the segment that will be the target audience of the 
10 campaign. The percerifages in the chart are based ori the size of the target Audience which is entered in 
tfie next column xrorh step 66. In the next four lines, the following goals of the campaign are entered: 

(1) Gross Rating Points (media/advertising reach) indicate the percentage of the target 
audience who have the opportunity to see, hear or read the advertising placed in the medium; (2) 
"Number of contacts" is tlie number of opportunity the target audience has to actually see, hear or read 
15 the user's advertising. (Other terms like frequency of exposure may frieati the same concept) (3) 
Medium index determines the number of insertions (piacernertt of the ad in the magazine^ or playing 
the commercial on tv) needed to a;ttairi the required contacts (or frequency goals) . (4) Insertions mean 
the humber of ihsferti^is (frequency ofridverfising) needeei to attain the preii^teririined contact goals. 

In line 5 of Fig. 18j, step 356 enters the placement costs, i.e., the cost of one insertion in the 
20 medium and calculates the campaign budget by multiplying the number of insertions wth the 
placement costs. Lines 7, 8, and 9 display the following goals of the campaign: (1) "Awareness Level" 
gqiai among the target audience at the end of the campaign (in percentage and in numbers); (2) the 
"Purchase Level" achieved by the campaign, i.e., the percentage of the target audience that actually 
will buy the brand (in percentage and in numbers); (3) the "Purchase Frequency" of the target 
25 audience during a year; and finally (4) step 356 calculates the projected sales as a result of the 
campaign by multiplying the number oif purchasers with the purchase frequency. 

In a chart as shown in Fig. 1 8k, step 356 gives aa overview of the IncJivtdual campaigns in the 
form of a media plan, fai column 1, step 356 lists the names of each vehicle which is used in the 
campaigns. Column 2 displays the campaign coverage, i.e., the number of people who were reached 

30 by the campaign based on the GRP calculation in Fig. 18j. In the last line, step 356 calculates the total 
coverage, i.e. B the total number of people reached by all the campaigns wfoieh equals the sum of all 
. people reached reduced by the duplication percentage which is entered in the last line. The duplication 
percentage indicates the overlap of consumers reached among the media used in the plan. High 
duplication percentage reduces the number of consumers actually contacted but in turn it increases the 

35 frequency of exposure to the advertising, i.e., the awareness level. When the user sets awareness 
objectives per medium, the duplication effect must be taken into consideration. 
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the cost of the various media per thousand consumers reached. The index is based oil the 
price of one placement in accordance with the following formula: 

Cost per thousand - (Total campaign budget / Total number Mpe^le -reached) x 1QQ0 

5 In column 4 3 step 356 displays the awareness level goals for each campaign from Fig. lSj, and 

in column 5, step 356 displays the absolute number of consumers who, hopefully , will be aware of the 
brand at the end of the campaign. In the 'Total" line, step 356 calculates the total number of 
1 ^nsumers who Ivrill be -aware of ihe bfaiid at the end of ; the year by adding up the numbers ;in; the 
awareness column! and reducing it by the duplication percentage. In column 6 of Fig, 18k, step 356 

10 displays the projected sates as a result of the campaigns (the total sum of projected sales reduced by 
duplications), and: in column 7, stej) 356 calculates the budget of each campaign. In column 8i the 
second advertising index in terms of the sales/$ 1 0,000 is calculated, This indicator reveals the 
projected sales per $ 10,000 advertising expenditure. It can be used to compare the projected cbst- 
efJeetiveness of the various media. The ^Total" "Sales/$ 10,000" indicator is calculated by dividing the 

15 : total sales potential by the total budget and by multiplying it by 10,000, The index thus takes into 
consideration duplications. ; - 

I Cells 9; 10i 1 f and 12 in the last two lines of Fig; 18k serve as a check on the strategy . Step 
356 displays the s^l^ objectives set for the year (step 104) with the sales projections of the 
; campaigns, and in cell 10, step 356 calculates the difference in absolute numbers and in percentages. 
20 this number serves biily as a benchmark. Apart from advertising, there arc several other factors which 
inMiehce the sales^ so that the user Marmot Estate that th^ Wand's actual sales wire 
potential calculated iii this chart; it may be more or less. The aim of this calculation is only to provide 
the user with a better insight into the advertising e^endWfe. = • 

Finally, step 356 summarizes the niSdia plaa mw^hm as shown in Fig, 181. The chart is 
25 similar to the orieiii Fi& 18k> with the suimnarizes the media 

vehicles pertype of medium revealiiig the ihedia budget per type of medium for the next year, i .e ., the 
future data that is i&dwti in Ftg> 18a (see step 350). Developing a media plan with set advertising 
pSls is thep^ 
advertising budget. 

30 Step 358 calculates the total advertising budget in a chart as shown in Fig. 18m. If none of the 

usual methods of media budget determination is used, then the user may use this chart for allocating a 
fix sum among the various geographic units according to their importance in the marketing strategy, 
The year for which the advertising budget is to be established can be selected. It is usually the first 
year of the planning period as determined in the set up. In the first column of Fig. 18m 9 step 358 lists 

35 the geographic units, where the highest level is also considered as one geographic unit since there are 
campaigns which will cover the entire territory. In column 2, the share of each geographic units is 
calculated in the brand sales so as to reveal its importance in the marketing strategy. 
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year (data from step 350), then enters the amount of other^ Advertising expenses and finally calculates 
the total advertising spending in column 5 by adding up the two. In columns 6, 7 and 8, the same data 
is shown for the selected year. Step 358 enters the projected media spending depending on the method 
5 selected. Step 358 automatically enters data generated in step 356. The user can change the source of 
data by selecting another method of media spending determination, After hitting the appropriate key, 
the user selects the method from the displayed list by putting the cursor on the selected one. Method I 
enters; data generated; in step 350, Method U in step 354, Method III in step 356, arid ||||||||i;rv 
provides the possibility for entering the data here, in step 358, "Other" advertising expenses which are 
1 0 e#0hses that we pay the advertising agency for producing the commercial or advertisement and their 
Me for handling ottf: account which is usually calculated as a percentage of media expense, are entered 
here. In column : 9 of Fig. 1 8rn,: step i 35 8 calculates ; the; percentage of ; each geographic unit that it 
represents in the total advertising: budget ; A comparison between the first and last percentage column 
aids the user to check qn the correctness of the advertising $tj-ategy, 

15 Step 358 givfes Niiree overviews iii a chart as sho^ in Fig. 18n. Ih th^ first overvi^ step 3?8 

lists the media in column 1 , and displays the brand's media spending over the years in one geographic 
u^it mcohim in one geographic unit in column 3. In the 

second overview^ a iriedium is selected* and step 358 displays all the geographic units in column 1, 
: • ^ ithM the media sn^iding in the setecfed medium over ^ years, and the yearly 

20 : growth rate in: eolurrm 3, In the third overview, both the geographic unit and the medium can be 
selected, and step 358 displays all the brand names in column 1, and then the media spending in the 
:■■ sheeted geographic unit in the selected medium is shown in column 2, together with the yearly 
growth rate in column 3; 

Step 360 gives an overview of the advertising strategy in a chart as shown in Fig. 18o. In 
25 columns 2 and 3, step 350 displays: the projected brand, sales per geo^aphlc unit (in units ot in 
dollars) y-8pd^ : :tanE8h4 share p^centafes (fi^^p^t^^^em. step 104); M column 4, st€ip 360 
displays the .Ip|i4.. ^4y€^ti.siiig- btids^t.. ftqaja step 3$0 before calculating the : by 
dividing total sales by the total ad*^sing budg^ In Hie last column of 

Fig. 1 8o, the user identifies the major media that is used in the particular geographic unit 

30 Step 360 displays a second overview in a chart as shown in Fig. 18p, In this overview, step 

360 first ranks the geographic units according to the efficiency index (sales per $10,000), before 
displaying the brand share percentage (from step 104) in column 3 and the major media used from 
Fig. 18o in column 4. The sales per $10,000 indicator is different from the one calculated in step 356, 
because it refers to the total sates objectives of the brand that were developed in step 104 and not only 

35 to the sales levels projected in the media plan in step 356. 

Step 360 compares the advertising strategies of the various brands in another overview that is 
displayed in a chart as shown in Fig. 18r. In column 1 of Fig. 18r 3 the brands are listed as defined in 
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from step 104, before displaying the advertising budget from step 358. In column 5, step 360 
calculates the sales / $10,000 ratio, and finally repeats the major medium used per brand per 
^ g^dgi^phic unit &om:;step 358. ; 

5 Step 362 monitors media spending per brand per medium in a chart as shown a Fig; 18s. 

Step 362 displays the media in cotuijii? 1: that is used byiaiiy brand, and then enters in colUiiin 2 the 
projected media spending of the total market per medium (data transferred from step 358 for our 
brand, and step350 p other brands); & column 3, the user enters the actual media spending: once the 
dpi becomes available. In the next Mo columns of Fig. 18s, step 363 calculates the difference 
10 between the projected and actual spending first in absolute numbers then in percentages, the next 
group of columns^ columns 6, 7, 8 and 9 of Fig. 18s, display the same data for the selected brand. The 
user needs to pay special attention to the development of the absolute level of media spending and to 
the development of spending levels in each medium and iiri each geographic unit. Step 362 rearranges 
: i the data in Fig. 18s arid monitors spending development per geographic unit in a similar chart with the 
15 only difference being that, here, the year/period and the medium is selected; and the geographic units 
:: are listed in the first column. Step 362 rearranges the data in another chart simitar in structure to Fig. 
=18^ but here the geographic unit, year/period and medium are selected, and the; brands are listed in the 
first column. Note that media expenditures per brand (data from step 350) are tracked, but total 
: = acfc«Mtising expenb^ture ^lata in step 35 8) are not because only that data is \videly available. 

20 Step 364 evaluates the results of the advertising campaigns in a chart as shown in Fig. 18L In 

colunm 1, step 364 enters the names bfthes vehicles wh!6h were used in the ihedia plan (developed in 
step 356), and then it displays the plan, which includes sales (step 356), awareness, acceptance, 
preference and purchase level ofej Stives (data devdoped in step 353)^ The user enters the actual 
ambers once they become available* \?$ 

25 Step 364 rearranges the data of Fig. 18t in three -additional charts with simitar structures 

where only column I is different; fa the : first overvi w^hart, step 364 groups the mimbfer& par 
advertising vehicle according to type of rheditim and: diisplays: the media ineolurtin 1, then the sales, 
awareness, acceptance, $tference m4 puroMse levels^ % the chart's first 

column displays the geographic units, so that the user can see how the planned and actual numbers 

30 have developed in one medium in all geographic units. In the third overview chart, step 364 
rearranges the axes and shows how and to what extent the objectives were realized for one geographic 
unit in all media. 

Finally, step 364 gives a yearly overview of the development of advertising goals in a chart as 
shown in Fig. 18u. Step 364 displays the yearly planned and actual numbers per campaign goal, sales 
35 (data from step 356) 3 awareness, acceptance, preference and purchase level (data from step 353) in the 
selected geographic unit. The actual number were entered in step 364. 
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determining the advertising objectives in steps 352 and 353; (2) developing the advertising message in 
step 356; (3) selecting -the media mix in step 356; and (4) establishing the advertising budget w step 
358* Steps 360 to 364 ; give several overview of the campaign goals so as to reveal inconsist^Qiss if 
5 any and aid the user iii '^aekitip the results of the campaign 

In step 34, the development of the promotion strategy is further explained in steps 380 to 3 88 
with respect to Figure 10. 

: , Step 380 starts with establishing which types of promotion are currently used for promoting 
the product and how much the major brands spend per type in a chart as show** in Fig. 19a. The task 
10 of step 380 is to analyze the Following three major criteria for developing a promotional strategy: the 
amount spent on promotion, the types of promotion used, and the relationship between the sizes of the 
ja^G^Aj^ and the promotional budgets. , " e:^:.;- ! ! 

• In Fig. 19a, the geographic imit ; and; the year can be. selected by hitting the appropriate keys. 
Here the highest level of geographic Mhit i$ trieated as an individual unit bQc^tise there are promotional 

15 campaigns which cove* the entire territory.; The total promotional spending is thus the sum of 
promotional spending in all geographic units including ^ lists "Promotion 

Type I in coluihri 1. The user renames the lines by entering the names of the actual types used 
and enters additional ones if necessaty. Step; 380 enters the tiames of the major brands in the column 
Headings as . :: .i|P^: . : st«^p... .1 00, . iia^ludi^. : ..t^ie total maTket Qnce the amount spent per type of 

20 prqmqti^ total promotional 

. speogijtgjsrf . . 

Below the "Total' -line, step 380 calculates the brand's share of promotional expenditures 
(SOP) which is a similar concept to the Share of Voice percentage; in other words, it is the percentage 
of the promotional expenditure of a brand in the total promotional expenses of all brands. 

25 In the next line* step 380 calculates the relationship between the promotional expense and the 

media expense of each brand by dividing the promotional expense by the media expense and 
multiplying it with 100. The total amount of media expense is displayed in the last line (data 
transferred from step 350). 

Step 380 aids in analyzing the promotional patterns of the competing brands by rearranging 

30 the data entered in Fig. 19a in four subsequent charts. In a chart as shown in Fig, 19b, step 380 

compares a brand's share of promotion and market share. After the geographic unit and the year were 

selected, step 380 lists the various brands according to the size of . their promotional expenditures in 

column 1 and the actual amount spent in column 2, In columns 3 and 4 of Fig. 19b, step 3S0 displays 

S.O.P. and the brand share percentages- of each brand. In column 5, step 380 displays the ranking 

35 number of the brand according to brand share. Theoretically, the brand share and the S.O.P. ranking 

of a brand should be the same s i.e., the brand with the highest brand share is "supposed** to spend the 

most on promotion. If there is a discrepancy, the user should look for an explanation (a) in the 
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iiiftSad of advertising, of (c) in the other elements of the marketing mix. An explanation must be 
found in order to really wderstand what is gomg on in the marketplace, 

In a chart as shown in Fig. 19c, step 380 ranks the brands per type of promotion: according to 
5 the amount spent. M a similar chart shciWn in Fig. 19d, step 380 changed the axis, and tinks all types 
of promotion per brand. Finally in a chart as shown in Fig, 19e, step 380 -gives an overview of 
promotional spending of the brands: in onelype of promotion for all geographic units. The stmeraire of 
; ; thi ch^rt Is ideri^ai;^ one iri Fj|i ;19a/; 

Step 382 displays an inventory of the types of promotion used for the product in a chart as 
10 shown in Fig. 19f. The geographic unit and year can be selected by hitting the appropriate keys. In 
column 1, step 382 lists all the types of promotion that were entered in step 380: In addition, the user 
irisiy: enter any additional types that might be used for promoting the product i This chart serves as a 
reference library. The User should consult it during the promotional strategy development process, in 
Column 2. the user describes in detail how the promotional campaign; is executed and what its 
15; -objective is. The ultimate objective of each promotional campaign is to increase sales but some 
s^inriaigns ofx^r ^ddiiiorial benefits like removing product resistance, irrjp^Qving brand image, etc. 
Columns 3 and 4 show the two indicatory of a promotional campaign: (a) the effectiveness raitio, and 
: ; (b) the cost efficient : 

The prothbtibn ^ tatio equals the ; pircenta^ of trustee of the campaign that 

20 : - results in sales,: e^i: in ease of pouppn distribution, the percentage of people who will redeem the 
coupon by buying the product. The cost efficiency ratio; expresses the actual realized sales per a 
dollar unit of the; promotional expense attributable to the campaign (# sold/$ 10;000), In column 5 of 
• A Fig.;: 19ft step 358 indicates which brand is using the particular promotion the most. 

Step 384 develops the actual prorhbtiofe 19g. This is an 

25 important chart becauy it contam^ the conclusions. It works as a word processing docurnent. En the 
crjfetmt headings, the campaign numbers are entered. &i the first line of Fig. I9g, the objective of the 
campaign is enteredrite ot^ective S^U depend on the rn^rket situation, on the strength arid weakness 
: ' : r>r : the brand, the share of which the liters wants to tlke^ ^ on the marketing strategy. When 
developing a promotional strategy, the user starts with making a list of me marketing problems that 
30 need to be solved. Then the user selects those problems which can be best solved by a promotional 
campaign. For example, these problems include the need to move inventory in X types of stores* the 
need to increase product acceptance from 10% to 25%, the need to increase distribution shares in Y 
type of outlets, or the need to open up X number of new outlets. 

The next item is the target of the campaign. The target can be the consumer, the trade, the 
35 sales force, etc. The success of a promotional campaign correlates directly with the strength of sales 
force support, The sales force thus should always be a part of the campaign. Li the same way, even 
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buy them. *. ........... 

Based on &e objective and the target of fe^ 
• r^e tiFpTorn^ haying wnsWlted the^ 

5 %</M After the type of promotion is selected, step 3?| determines the size of the campaign. "Size" 
is the number of coupons the user distributes, or the number of dealers \ where displays are installed. 
The; type of promotion and the size of the campaign determines the budget, which is entered in line 5, 
The total budget equals the sum of the individual campaigns that the user decides are necessary! to 
. [ meet the brand's promotional objectives.- [ . 

10 In line 6 of Fig. I9g, the timing of the campaign is entered Timing of promotional campaigns 

: : should match other marketing strategies,: e.g., the introduction of a new product, the developing of 
riew distribution: channels, and supplementing advertising activities. The user will also record an 
explanation for the l^e of cam line "Rationale". 

The la^ the user enters the 

15 sMes targets fb^ line tfe#r^^ after its execution. 

It is ain interesting exercise to develop two different campaigns for similar objectives in order to 
compare their efficiencies. Finally, in the last line, step 384 provides a space for the user to enter any 

- Step 386 gives an Overview of the promotion strategy for each geographic unit in a chart as 
20 shown in Fig. I9fe Step 386 liBte tfa0 : -0Mspeiagpliic -unltiB'.!lii : -4»Lunm 1 and displays the promotional 
budget (the sum of iiidividual cam^igri$ developed ih: $teip :3S6) in coluinri 2mext in column 3, step 
^ (vertical percentage). 

In column 4, step 386 calculates the share of the promotional budget of the advertising budget 
(percentage across). The actual size of the advertising budget is displayed in column 5 (data 
25 transferred from step 358), Step 386 calculates the dupe of each geographic unit in the total 
advertising budget (percentage vertic&Uy) in column 6. A comparison of the two vertical percentage 
columns will reveal impomnt information about the consistetiqy of the comrmmication strategy. In 
columns 7, S and 9 of Fig. 19h, the user enters an (x) in the geographic unit where the particular 
campaign will be run* 

30 In a second chart as shown in Fig. 19i, step 386 gives an overview of the promotional 

campaigns in one geographic unit, in column l s the types of promotions are listed that were selected 
in step 354. In columns 2 and 3, step 3S6 displays the size of the campaign and the dollar amount 
spent per 1,000, i.e., step 386 divides the size of the campaign by the total amount of the campaign 
and multiplies it by 1000. This indicator reveals, for example, the price of 1,000 samples that will be 

35 distributed. In columns 4 and 5, step 386 displays the sales targets per campaign and calculates the 

share of each campaign in the total sales (percentage vertically). In columns 6 and 7 of Fig. 19i, step 

386 displays the budget of each campaign from step 384 and calculates the share of each campaign in 
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wh&h should be similar . Finally, in edition 8 of Fig; #i; Stcj> 386 calculates the sales/ per $10,000 
indicator by dividing the sales targets by the budget and multiplying: it 10,000. This indicator 
indicates the projected sales per $10 8 OQ& promotional expe This indicator provides a bids: for 

5 : ' comparing the cpstefficteticy of -the. various sarnpaipis. : : : . . 

Step 388 measures the effectiveness of the promotional campaigns in a chart as shown in Fig. 
19j. In column I ■> the types of promotions are listed that were selected iii step 354. In column 2, step 
388 displays the size of the campaign. In columns 3 and 4, step 386 displays the sales targets per 
campaign and calculates the two indicators, i.e., the response rate and the cost efficiency coefficient. 
10 The response rate is calculated by dividing sales by the size of the campaign and multiplying it by 
100. The response rate percentage is the effectiveness ratio, i.e. , it reveals what percentage of the size 
of the campaign : re$uit(?d in sales. In column 5 of Fig. 19j s step 388 calculates the projected cost 
. : efficiency of each campaign by dividing sales by the budget of the campaign and multiplying it by 
• $10,000. This indicator reveals the sales targets per $10,000 promotional; expenditure. In columns 6, 7 
15 arid 8, the user enters the results of each campaign and step 388 calculates again the two indices. In 

In a final overview as shown in Fig. I 9k, step 388 ranks the various iypes pf promotion in the 
selected geographic ; ^ md yim;^OP^ng to their post efficiency, i.e., the most efficient 
promotional campaign is the one where the brand sold most per $10,000 spent. 

20 In summai^ st^ 34 id^fi^s tlfe types of promotion used for ptbirioting the product and sets 

up ari inventory of promotional i^iriipaigns for future reference. ; Then, step 34 develops the 
I promotional strategy incliiding the^:iri($i^idual campaigns per geographic unit, provides several 
overview charts for reviewing ^ e the results of the 

campaigns. 

25 Step 36 of Fig. lb is the second step where the results of the marketing strategy is evaluated, 

i:p, : t did the user succeed in developing a marketing : strategy that meets tte sales and 

profit objecti ves. If yes; the user goes to step 40 md dmp}smmU the plan* II not, then the user gees to 
step 3 8 which takes him or her back to step 14 and starts with developing new sales, market share and 
profit objectives. Then steps 24 to 36 are repeated. 

30 In Fig, 1 1, a further aspect of this system 10 is shown. In particular, this system organizes the 

working platform of the user and gives marketing advise for solving the task to be carried out by each 
chart through the assignment of tasks to the junction keys. The Function Keys were designed to be a 
marketing consultant to the user at each step of the planning process. The same functions are provided 
with each of the charts described above, 

35 Fl (Step 400) is the help key. It explains not only how the chart on the screen works, but also 

the underlying marketing principles. First, the objective of the chart is defined, Second, the data is 

listed that the program enters automatically (because they were already entered in a previous step), 
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subcharts. Finally, there is detailed description of the task to be performed, i.e., what conclusions need 
to be drawn. 

F2 (Step 402) switches the data in the chart: b©twreeti units and: $ values. Data is usually 
5 entered in units- Which variable is catenated and which is entered, e,g., the average price or the dollar 
value, is decided in Fig. ? by step 256. This decision is valid for die entii^ program 
entered in the price section (Fig. 7), the system can calculate the values in a particular chart in dollar 
' and display the numbers , 

: F3 (Step 404) lists the information needed to enter in the particular chart. 

10 F4 (Step 406) liste the assti^ptiotis to be drawn front the chart/ and provides the space where 

to record the cursor on the 

stefected assumpti^- anil a wder Screen t^pens up, where the user can t^e id his or her observations. 
Step 406 is viM ^ thought process that 

•" was used when developing the strategy. 

15 F5 (Step 408) lists the strategic options that are available to the user in the various market 

situations (this key varies with sections not with charts.) For example, under what circumstances will 
the user attempt to increase the overall market and under what circumstances will he/she try to 
increase his or her market share. The data in the chart reveals the brand's position. With the aid of this 
description, it will be easy to decide on the right strategy per geographic unit. 

20 F6 (Step 410) lists the conclusions to be draw in each section and provides space to record the 

conclusions. It works similarly to step 406 as a word processor. Under Ft key, the system listed the 
conclusions to be drawn from each chart and gave advice how to go about it. The conclusions will be 
recorded under the F6 key which summarizes them by section (each element of the marketing mix). 

F7 (Step 412) is the forecast key which plots the trend of the array of numbers on which the 
25 cursor is located according to the times series statistical formulae, plots the past development of the 
data entered, and projects them according to the statistical formula of linear, exponential, half 
logarithmic, parabolic, power Amotion and hyperbolic calculations. By hitting F7 again, a small list of 
all the trend types is displayed, and the user can select the one that he or she wants to be entered in the 
chart. 

30 F8 (Step 414) shows the flowchart of the section to which the chart belongs, revealing how 

the planner goes step by step from analysis to strategy development. 

F9 (Step 416) gives chart explanations, and explains abbreviations to be found on the screen, 
MARFIN: THE MARKETING CONSULTANT 
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■ . I. ; , A method of deyisingpn a computer a ; marketing plan f^xi a particular prod«etto^ice 
provided by a given entity, said method comprising the steps of: 

(a) defining one or more variables that are used to carry out said method; 

5 (b) creating a series of charts for irnplemeriting a process of analyzing said 

; i :;: defined variables;: : = : 

(c) defining a product name, a time frame over which a process of analysis is 
carried out; and a geographic unit in vyhich said product is marketed; 

:. • ($ ^aid process- of analyzing including the steps 6fV i^J- 

10 1 . analyzing the size of the market for the = particular product and 

forecast tlie size of the market within said frame; 

2; identifying the major brands of said particular -product within a given 
geographic unit arid calculating the entire market for said particular product with said given 
geographic unit; 

15". .'3- '. ' detef^ 

marketed by the entity; 

4. setting goals as to the profit level of me particular product of said 

entity; and 

5. monitoring the current profit level of said particular product with said 

20 profit level goals. 

2. The method of devising a marketing plan as claimed in claim 1, wherein if the current 
profit level is below said profit level goals, discontinuing the marketing of said particular product. 

3. The method of devising a market plan as claimed in clajm 1, wherein there is further 
included the step of developing a marketing strategy fc# s^id 

25 4. The method of devising a market plan as claimed in claim 3, wherein said marketing 

strategy is a function of the following strategies: the development of said particular product, setting its 
price, determining its distribution, planning its advertising and determining its promotion strategy, 

5. The method of devising a market plan as claimed in claim 4, wherein the current 
profit level of said particular product is compared with said profit level goals and, if less, adjusting 
30 one or more of said strategies. 
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